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@ Basically you advertise for just one reason: TO 
SELL MORE GOODS and MAKE MORE MONEY. 
Advertising exists today only because it is a low 
cost tool for multiplying sales quickly and profitably. 
Anyone who uses the tremendous force of advertis- 
ing for any other basic reason than to increase sales 
and profits is depriving himself and his company of 
advertising’s important benefit—increased sales. Be- 


cause reader response is a token of advertising 4! 
work, any campaign that fails to produce some tal- 
gible evidence of reader interest is not doing its 
maximum job in the publication in which it appears, § 
or in the market at which it is aimed. Bona fide in- J 
quiries are tangible evidence of reader interest; 8° 
are orders, and comments to your salesmen, and 
requests for service, or for further information. 


MOST ADVERTISERS GET RESULTS: If there is 4 
single, outstanding reason why Chem & Met is rec 
ognized as one of industry’s great shopping ce! 
ters it is because, by and large, its advertisers 
PROFIT by their investment —in terms of buyé 
response and MORE SALES. 
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Building Sales Visuals and Getting 
them Used Effectively 


Sales visualizers are powerful sales tools but only 
if properly prepared and also providing that the 
salesmen know the Why and the How in back of them 


@ THE SCENE was not unlike that 
of the country court house when an 
important trial is in the making. Some, 
“fur” it—some, “agin” it. Yet ap- 
parently none had firmly in mind the 
fundamentals of the situation, and all 
forming an opinion based upon his 
or her individual reaction to the case 
in hand. 

And this case in hand was the de- 
termination whether to proceed with 
a printed and bound tripod visual for 
the sales organization, in order that it 
would relieve them of knowing too 
much about the product. While that 
statement is a conflict of assertions, 
it is fact. Actually, this particular 
company was setting about creating an 
expensive visualizer for the sales force 
with no other thought in mind than 
that through its use the salesman 
would not be obligated to know any 
more than a recitation that accom- 
panied the visualizer at the point-of- 
sale. 

But, let me state before going too 
far into the story that I believe that a 
well printed, well layed-out and ably 


By ATWELL JACKSON 
Sales Consultant, Chicago 


presented visualizer is one of the most 
effective sales aids that can be put in 
the hands of a salesman. 

However, no visualizer should ever 
be considered, much less produced, 
without first having a clear under- 
standing of the function it is to per- 
form. To create a visual merely be- 
cause it relieves the salesman of know- 
ing his sales story is a waste of money 
without mentioning a confession of 
laziness on the part of both the ex- 
ecutive who creates it and the sales- 
man for whom it is designed. 

To justify the expense of a visual 
and to determine whether it can be 
profitably applied, let us consider two 
important factors, (1) the purpose 
and function of the visual, and (2) 
the purpose and function of the sales- 
man—and then, if the two meet upon 
a common ground of understanding 
and application, it is wise to produce 
a visual; if they do not—then, of 
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course, it is unwise to produce one. 

It might be best to consider the 
handicaps of a visual before going into 
its many uses; and the most important 
of these is its limitations to use. A 
visualizer usually has only one shot. 
When the salesman tells his story ac- 
companied by a visual and does not 
“click” then it is a rare condition that 
enables him to come back with the 
same ammunition and put across a 
stronger story. Also, in some cases, 
where he puts his story across to one 
individual who then desires other as- 
sociates to hear the story, the second 
impression on the individual is far 
short of the first application. So it 
follows that when a visualizer might 
be required to demonstrate to more 
than one buyer in a company, all of 
the factors concerned should be as- 
sembled at one time to see the demon- 
stration. 

Aside from that fact, another diffi- 
culty, although a minor one, has been 
experienced with visuals, and that is 
they usually are unwieldy to carry 
into an office; and especially where 
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Here's a pocket-size visualizer which has been found effective in use and because of its 


miniature character enables the salesman to engage the attention of his prospect without 
distraction by the presentation before he is ready to use it, as is the case with larger ones 


used on cold calls and semi-cold calls 
they are a virtual red flag to the re- 
them as 


ceptionist who interprets 


” 


signals for “this is his busy day. 

I have personally asked scores of 
executives who have used visualizers 
as well as having them used upon 
them, “What 


when a salesman enters your ofhce 


reaction do you get 


with a large portfolio under his arm?” 
Most of them replied, “My curiosity 
is aroused as to what he has there, 
more than who the salesman is, or 
what he has to say.”” And the division 
is about equal as to whether this is 
1 point in tavor of, or against the 
large visual 

The objection to the large visual, 
however, can be overcome by making 
them smaller, such as the one illus 
trated herewith, as long as the visual 
zer can be produced in a readable 
form. We have become more the vic 
tim of habit than of utility in pro 
duction of these large visuals and the 
small pocket size visual, if it can be 
idapted to the product, is just as ef 
fective as the larger one 

Against these draw-backs however, 
there are many sound reasons for the 
use of the printed visual: 

l It can develop 1 selling tecl 


nique ilmost impossible to accomplish 
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by oral salesmanship alone—even by 
an accomplished dramatist. A medi- 
ocre salesman trained to use a visual 
can do a better job than a high 
bracket producer without one. 

2. It will present sales points and 
proofs more sequentially and logically. 

3. It gives the prospect that added 


touch of the graphic presentation 
which enables him to quickly grasp 


even complicated or involved ideas. 


4. Through illustrations and pic- 
tures it can carry greater conviction. 

§. It holds the prospect’s atten- 
tion through the physical act of look- 
ing at something. 

6. Human interest stories can be 
easily developed and quickly followed. 
7. It is a splendid means of offen- 
sive selling by drawing out the 
prospect to state his own views. 

8. Details that create a third di- 
mension form of selling can be em- 
bodied into a visual which could not 
be brought about in any other way. 

A visual, when created from the 
point of view of projecting the story 
of the seller can function in any or 
all of the eight qualities above. 

Now that we understand the func- 
tioning of the visual, let us analyze 
the functioning of a salesman and see 


how they dovetail. 
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1. A salesman’s job is to meet ob- 
jections, overcome obstacles and make 
sales. 

2. In the finished sense a salesman 
must— 

a Intrude upon the privacy of an- 

other’s thinking. 

b He must convert that person to 
different thinking. 

c He must take away a part of the 
security of that individual in the 
form of money. 

Therefore if the salesman is to func- 
tion in these capacities and the visual 
is to function in the capacities out- 
lined we must then consider that— 

1. If in overcoming obstacles and 
meeting objections a reliable sales talk 
must be of value. If it is of value, 
then a sales talk that will work at any 
hour of the day on any day is more 
valued than hitting a bull’s eye every 
now and then. 

2. If a sales talk, or a sales presen- 

tation of any kind is good, then in 
functioning at his job the salesman 
must admit that the reinforcement of 
the eight points above, and the use of 
the visual is better. 
3. A salesman can be more readily 
sold on the use of a talk plus a visual 
than the oral talk, and as this con- 
tributes to his state of mind in func- 
tioning, then the visual has an added 
value as a salesman’s aid. 

But, despite all of the qualities in 
favor of the visual, it has a backfire 
of dynamite by unfavorable reactions 
on the part of the salesmen, when 
they are not adequately sold on its 
value, and trained to the quick in its 
use. 

Many visuals have gone into the 
discard because of lack of proper use, 
thousands of dollars have been wasted 
because salesmen, after a trial or two 
lost the kick that they experienced at 
first sight—all because they were not 
taught THE WHY element, as well 
as THE HOW element. 


It is much simpler to use a visual 
right, than wrong. It is much simpler 
to teach salesmen how to use them the 
right way than the wrong way. Usu- 
ally the wrong way is to give a sales 
man a “canned speech” which he is 


told that he can revise as time goes on 


and gradually perfect his own talk. 


Rarely does he get far enough to re- 
vise it, or even properly present it, 
BECAUSE IT IS NOT EVEN RI 
MOTELY HIS OWN. 
To get best results with training 
(Continued on Page 82) 

















Nething Up Our Sleeve 


For over twenty years, Fruehauf, the world’s oldest and largest builder 
of truck-trailers, has stuck to a basic sales idea and made it pay 


@ THE QUESTION is often asked 
us, generally with a somewhat breath- 
less air of expectancy, “What do you 
fellows do that others don’t do; what’s 
behind remarkable 


the secret your 


sales growth?” Since this not too 
subtly implies that our advertising 
and sales promotion are responsible for 
the company’s success, we feel proper- 
ly flattered. But when we explain our 
visitor 


policies and procedures, the 


nearly always gives the impression 
that we’re holding out on him. He in- 
sists on believing that we have some- 
thing up our sleeve. 
Actually, although 


strengthened over the years, Fruehauf 


refined and 


advertising today is very little differ- 
ent, fundamentally, from our adver- 


tising of twenty years ago. 


The Basic Sales Idea 


In those days we built our messages 
around the simple statement, “A horse 
can pull more than it can carry—so 
can a motor truck.” If you have read 
our ads in this year’s national publi- 
cations, you have seen that same state- 
ment, practically word for word, 
prominently displayed. 

Here we're often given credit for 
doing a slick job of masterminding 
when, in reality, we’re not even being 

We're just 


going along, 
month after month, on the same fun- 


original. 
damental basis that we’ve followed for 
nearly a quarter-century. 

Why? Because we still have an idea 
to sell and we haven’t found, nor has 
unyone found for us, a better way to 
sell it than the hoary old original. 
And that’s quite a confession for any 
idvertising man. However, “A horse 
can pull...” worked then, it has con- 
tinued working through the years, it’s 
working today. Who are we to quar- 
rel with the records? 


By W. D. WISE 


Advertising and Sales Promotion 
Manager, Fruehauf Trailer Company, 
Detroit 


Long vs. Short Copy 


And speaking of quarrels, we chalk 
up an average of two a week with the 
exponents of short Only, by 
now, we've learned that their number 


copy. 
is unlimited, that we can’t change 
their minds, that they are theorizing, 
while we have a pretty good idea of 
what works for us, so we don’t get 
very excited over the arguments any 
more. Our job is selling Fruehauf 
the product 
Copy 


trailers—the idea first, 


second—and, quoting The 
Chasers, it takes “plenty of meat and 
mashed potatoes” to do it. 


Anyway, in our case the catch is 


THE TAX PICTURE 
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47.6°° OF VALUATION 


6° OF VALUATION 2 Valuation §=1.43 OF VALUATION 


| 
4 Impecsibie as t may soom, in 1837 the tax rete on moter trucks wae 





behind ectwally 47.6% of thelr total valuation —£417,810,000 in tanes on o valu- mim 
ation of $877,914, 000! Industry, on an everage, paid approximately $ on 
valvetion The Detroit tax rete om homes wasl 5 And at the lowest end 

of the scale of taxes were Class | railroads, which paid only $128,240 524 on 

« total valuation of railroad property of $23,011 ,500,000 « rate of 1.43 


IT is argued that motor truck taxes are 
assed largely to defray the cost of con 
struction and maintenance of roads 
whereas the railroads mest expend 
large sums in addition to taxes to 
cover the cost of maintenance of their 
rights of way, roadbeds. and tracks 

Last year the total cost to the rail 
roads for maintenance of roadways 
and tracks was $419.000.000 As 
suming it was the same in 1937 and 
adding this to the taxes paid. the rate 
is still only 3.2% of total property 
valuanhon 

If railroad vehicles were obliged to 
pay registration fees. in one state only 
on # capacity basis comparable to the 


fees now paid by the common carner 
trucks, and if they were obliged to 
pay taxes on thei fuel comparable to 
the gasoline taxes now imposed on 
motorists, their total tax bill would be 
increased te « figure that would ac 
tually exceed thew present total gross 
revenues 


Highway haulers do pay their share 
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that Fruehauf ads, if you'll notice, 
don’t overlook the hurried reader. They 
are planned, in most instances, so they 
are really two ads in one—a quick 
story for the headline hunter, more 
complete information for the inter- 
ested prospect, plus prominent name 
display to catch the eyes of all. 
Although our basic advertising is 
much the same today as it was some 
twenty naturally many 
changes have taken place during that 
period. Originally our problem was 
solely to sell a new idea—the idea of 


years ago, 


using small power units and trailers 
rather than heavy-duty trucks alone. 
Today, in spite of the rapid growth 
of trailer sales, there still are thou- 
sands of truck users who do not know 
or have not been convinced of the 
truth of that Consequently, 
starting in January this year, we added 


story. 


a rather extensive list of general mag- 
azines to bring the Trailer Idea mes- 
sage to more people, particularly to 
those whom we feel we have not been 
reaching through our regular list of 
industrial and trade papers. 

In this connection, the experience 
we have had gives further support to 
the content of many advertising men 
that when you sell an idea you—more 
often not and competition notwith- 


own product. 


standing—-sell 
“Doing a competitor’s job for him” 


your 


is one of those things we needn’t 


worry about. 


Specialized Ads 


There is another angle to this idea- 
type of advertising which doesn’t seem 


Strictly unselfish in motive, Fruehauf is run- 
ning a special public relations campaign in 
selected general business media in defense 
of the trucking industry as a whole against 
attacks made by other carriers. This is one 
of the graphic pieces of copy in the series 
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The Fruehauf Trailer market is comprised of two principal divisions as shown in this chart, 
which also indicates the buying influences to be dealt with in the sales and advertising efforts 


to have come in for much favor at 
the hands of other companies—spe- 
for trade 


It strikes us that it is false 


cialized ads industrial and 
magazines. 
economy to buy business paper space 
and then insert a general ad; that it is 
far better ,to do more digging, more 
head scratching, and to spend a few 
extra dollars on production in order 
to prepare a message specifically aimed 
at each type of market. We talk gal- 
lons and we show tank-trailers when 
appealing to gasoline haulers; bakers 
read about bread-hauling units; fur- 
niture vans are the basis of our ap- 
peal to furniture movers, etc. 

Not so long ago one of the leading 
truck manufacturers ran an advertise- 
ment in a publication read primarily 
by freight haulers. And they pictured 
a truck which no trucker could pos- 
sibly use in his business! Of course, it 
was cheaper—or was it? 

Why don’t business paper advertisers 
approach their job as they would if 
they were to prepare a mailing? Sub- 
scribers to such publications are busi- 
ness-minded when they go through 
the pages—interested in anything that 
will help them in their work. Why 
make it difficult for them to get the 
facts, to say nothing of seemingly do- 
how little we 


ing our best to show 


know about their business? 


Competition Rears Its Head 


Getting back to Fruehauf, the day 
has come, of course, when we can no 
longer depend entirely upon idea ad- 


vertising for our volume. That’s fine 
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for developing new business but, after 
all, our customers are our competitors’ 
best prospects, etc., and we must con- 
tinue to hold the business we origi- 
nated. Consequently, the second divi- 
sion of our advertising is that cover- 
ing our product and we use a select 
list of business magazines for this pur- 
pose. Right here we come to one of 
our pet rules and, incidentally, one of 
the most difficult to live up to. It’s 
fun to blow 
horns, to throw adjectives around, to 


so easy and so much 
put on a first-class performance of 
back-patting about 
our masterpieces of manufacturing. If 


only somebody would read and be- 


when we write 


lieve! 

Our cross: Check that ad! Is it so 
written that a competitor could, with 
minor changes, use the same message? 
but it takes the 


glamour out of copy writing. 


It’s a good rule, 

An over-all picture of our advertis- 
ing problem is a rather complicated 
one. There are two principal divisions 
to our market—the professional freight 
the 
which operate their own trucks. We 


haulers and business concerns 
have two sales appeals—the trailer 
idea, and the Fruehauf product. And 
the men who buy or influence the 
haulage equipment range 


the board to 


buying of 
from the chairman of 
the driver who actually operates the 
unit. The accompanying chart will 
present a clearer picture. 

Our publication schedule for prod- 
uct general 


promotion comprises 


media, general business magazines, in- 










dustrial and trade papers, including 
the following: Business Week, Forbes, 
Nation’s Business, Time, The Saturday 
Evening Post, Colliers, Commercial 
Car Wagon, Fleet 
Owner, Topics, Traffic 
World, Driver, DandW, 
Furniture Food In- 
dustries, National Petroleum News, 
Petroleum Transporter, and sixteen 
sectional published by 


Journal, Power 
Trans port 
Trans port 


Warehouseman, 


magazines 
trucking associations. 

Magazines such as The Saturday 
Post and Colliers 
broad coverage in all fields, general 


Evening give us 
business magazines take our messages 
industrial and trade 
magazines cover the professional haul- 


to executives, 


ers as well as the key individuals in 
each of our two broad markets. And, 
of course, the type of message is care- 
fully chosen for each of the various 
In all this adver- 
tising we strive to make it easy to be- 


classes of readers. 


lieve. We keep it simple, direct, sin- 





W. D. WISE 


W. D. WISE, advertising manager, 
Fruehauf Trailer Company, has a back 
ground of fifteen years’ experience in 
and advertising. He joined the 
Fruehauf advertising and sales promo 
tion department in 1933 as assistant 
manager and became manager of the 
department in March, 1939. Mr. Wise 
has a specialized knowledge of the 
truck transportation field which has 
been capitalized in his work for Frue 
hauf 

The company has factories in De 
troit, Kansas City, New Orleans, Los 
Angeles and Toronto There are tac 
tory sales and service branches in sixty 
principal cities and distributors in ter 
other cities 

Sales activities are headed up by 
Roy A. Fruehauf, vice-president and 
director of sales; the sales organiza 
tion comprises field regional managers, 
branch managers, salaried salesmen, 
and the staffs of the ten inde 
pendently operated distributors. 


sales 


sales 
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cere. Above all, we try to make it 
helpful. 

Fortunately, our management, from 
president down, is advertising minded. 
Even more fortunately, these execu- 
tives know advertising and, as a result, 
they contribute much to all we do. 
No one man can take the credit for 
whatever part advertising has played 
in the success of our company. Be- 
hind each message is the combined 
thinking of field men, home office offi- 
cials, our own department, and the 
personnel of our agency. Desk-chair 
theorizing has no place in the picture. 
Some one man from the advertising 
department is out in the field almost 
constantly, working with the salesmen, 
interviewing customers and prospects, 
learning first-hand what makes the 
wheels go ’round. It’s expensive but 
it pays out in results. 


Public Relations 

Before leaving this subject of adver- 
tising, perhaps we shouldn’t fail to 
mention something we do which would 
have no place in this discussion ex- 
cepting that, indirectly, it probably 
accounts for more business than any 
It’s what 
we call “public relations,” which is 
“serving our 


other one of our activities. 


another way of. saying 
And, from a sales stand- 
point, it has, to our surprise, turned 


industry.” 


out to be closer to something up our 
sleeve than anything else we do. It’s 
a long and interesting story but we 
can highspot it briefly here. 

Several years ago the trucking in- 
dustry became the object of many and 
varied attacks by the railroads, who 
did not look with favor on the fact 
that trucks were hauling something 















ALLON HAULED 


WITH A FRUEHAUT FEATHERWEIGHT 
TANK TRAILER 
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DIFPeRERT ial 
DUAL WHEELS 





Fruehauf Trailer copy does a "Tell All" job of first order. The current two-column series 
shown on either side above is of an educational nature to promote a better understanding 
of the economic factor of trailers. The ads are designed to get the basic sales idea over to 
the running reader in the head and sub-head with details elaborated below. The trucking 
industry as an employment factor is emphasized in the balloon from the driver character in 
the lower right corner, thus maintaining the company's public relations program for the 
industry. Copy in industrial and trade papers is specialized as shown in the center ad 


directed to the oil industry. 


like five per cent of the interstate 
freight. There resulted an avalanche 
of new laws drastically restricting ve- 
hicle weights and sizes, increasing 
taxes, and the introduction of inter- 
state trade barriers of several kinds. 
Yet, in spite of these handicaps, the 
Trucking Industry continued to hold 
its five per cent of the freight volume 
with no other weapons than faster, 
and often better and cheaper service 
to the shippers. The only ones who 
were being penalized by the various 
restrictions and penalties were the peo- 
ple who paid the increased shipping 
and no one, much less the 





charges 
railroads, was being benefited. 
Fruehauf, president of 


Harvey C. 





Fruehauf has found that it helps sales relations if representatives are provided periodically 


with useful material which they may leave with customers and prospects. 


At the left is a 


ever booklet which by means of split color pages and a transparent overlay outline of a 
trailer an operator can make a color selection from hundreds of color combinations. The 
de rule at the right gives the operator state regulations at a glance, and in the fore- 
jround is a copy of the log book which is furnished to trailer drivers at a money saving price 
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Schipper Associates, Detroit, is the company's agency 


our company and a modern crusader 
in his own right, just couldn’t see this 
set-up. The injustice of the whole 
situation offended his deep-seated sense 
of fair play. He believed and still be- 
lieves that each form of transportation 
has a right to exist on a basis in direct 
ratio to how it serves its customers— 
that there should be no penalty to the 
public simply to benefit one particular 
transportation system. 

So he started doing something about 
it. In publicity releases, by direct mail, 
in speeches, through preparation and 
distribution of pamphlets, he put on 
a campaign to tell the truth about 
transportation. The program started 
modestly some seven years ago and 
was handled through Leslie C. Allman, 
our advertising manager at that time. 
But it grew rapidly. In 1938 a well- 
known publicist was added to our 
staff. Early in 1939 Mr. Allman was 
made vice-president and director of 
public relations, so important had this 
work become. 

Then, since it was difficult to get 
the whole truth to the public in any 
other way, Mr. Allman was granted 
an appropriation by Mr. Fruehauf to 
tell the story in paid advertising space. 
And right now messages are appearing 
regularly in the New York Times, 
Wall Street Journal, Chicago Daily 
Tribune, Los Angeles Times, Christian 
Science Monitor, and Editor and Pub- 
lisher. 

Why did we do it? Was it to pro- 
tect the industry and consequently our 
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At the upper right are two spreads from the brilliant Fruehauf catalog which show trailer 


types in large size and striking color combinations as suggested by one of the salesmen. At 
the left are copies of two house publications; "Saies Slants” is issued only when some special 
problem or sales point arises, as an effective substitute for ordinary sales bulletins. The 


“Fruehauf Forwarder’ 


is a de luxe pictorial job. The spread at the lower left is from ‘Let 


Your Tires Roll!" a forty-page booklet giving a graphic sales presentation on Differential Dual 
Wheels. The lower right spread is from a four-page insert in black and silver marking the 
company’s twenty-fifth anniversary. All Fruehauf advertising is sales-minded, as these pieces show 


own customers? Only partially, be- 
cause there was no possibility of the 
industry being killed, and every time a 
law was passed imposing further re- 
strictions on vehicle sizes and weights 
it actually meant a big replacement 
market for us. 

Was it a clever stunt to win further 
good-will? No. Strangely enough, the 
good-will angle was completely over- 
looked when this program was under- 
taken. In fact, much of Mr. Frue- 
hauf’s and Mr. 


spent, and still is being spent, in at- 


Allman’s time was 
tempting to enlist the support of other 
manufacturers to the same cause. As 
Mr. Fruehauf often says, “If you think 
this is an indirect way of selling on 
our part, why not come on in? The 
industry needs your help too and we 


have no patent on this idea.” 


No. Unusual as it may be in this 
commercial age, we here who are close 
to the situation know that the sale 
motivation behind this public relations 
work is an unselfish desire to see that 
right shall win and that each trans- 
portation system shall prosper in ratio 
to the service it renders. 


And, even though, as stated, there 
is no gainsaying the fact that it has 
won us a tremendous amount of good 
inc reased 


will, which is reflected in 


business, it is a certainty that Mr. 
Fruehauf would continue his crusade 


win, lose, or draw from the standpoint 


of sales. 
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Direct Mail 


Direct mail has always occupied a 
place well up at the top of our list of 
effective merchandising tools. And the 
backbone of our program is a twelve- 
page For- 


warder.”” 


magazine, the “Fruechauf 
Largely pictorial in make- 
up, it is printed about nine times per 
year and is mailed to a list of pros- 
pects, customers, competitive trailer 
users and automotive dealers—a total 


In addition, 


8,000 copies are given to our salesmen 


of some 102,000 names. 


for personal distribution. 
Supplementing this, vocational mail- 
ings are made throughout the year, 
and supplementing this program is 
what we call, for a lack of a better 


mail.” The 


following excerpt from an address to 


name, “sectional direct 


all salesmen at our recent national 
convention explains this rather unusual 
policy: 

“This, more than any part of the 
program, is yours personally—because 
by sectional direct mail we mean the 
mailings you as an individual salesman 


These 


mailings may go to only one company 


feel would be helpful to you. 


or to a list of several hundred—and 
they may cover a number of problems: 
Sales 
nouncements, thanks, general. 


obstacles, dissatisfaction, an- 

“You may have a prospect sold ex- 
cepting for one certain objection to 
You 


tell us and we'll send a series of let- 


trailers or to Fruehauf trailers. 


ters especially written to help you 
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overcome the objection. You may 
have a customer who is dissatisfied be- 
cause of some old unpleasant incident. 
You tell us and we'll concentrate on 
that problem. 

“Perhaps you’re moving into a new 
territory. We'll send a letter of an- 
nouncement to all users and prospects 
for you. Maybe you think a certain 
customer would like a personal thank- 
you letter from one of our home office 
executives. We'll write it. Or maybe 
one or more of your prospects are in- 
terested in information on legislative 
trends, or say, on how to do a certain 
promotional job. We’re here to do the 
best we can to assist him. This sec- 
tional direct mail service is available 
to you. Those of you who ask for it 


will receive help.” 


Sales Promotion 


Ask ten men, “What is sales pro- 
motion?” and get set for anyway nine 
different answers. It seems to us that 
this much maligned term means just 
what it says: anything that helps to 
promote sales. Advertising, in this 
sense, is sales promotion; so, too, are 
literature, letters, slide films, exhibits, 
posters, publicity. Even the way a 
salesman parts his hair is sales promo- 
tion if it creates a favorable impres- 
sion. 

But, for our purpose, let’s hew more 
closely to the accepted line and con- 
sider sales promotion to be everything 
excluding direct mail and publication 
advertising. A detailed review of our 
promotional items can be of very little 
interest to anyone, but certain things 
we’ve learned over the years may be 
helpful. 

Salesmen have no control over their 
company’s advertising. But they have 
practically full control over the use 
of the sales ammunition prepared for 
their use. You may be proud of your 
creation, gaze admiringly at it by the 
hour, but unless it has what your 
salesmen assured 
that it will fall with a dull thud. 

That doesn’t mean, necessarily, that 


Nor does 


it mean that salesmen should run the 


want, you can be 


it isn’t a good sales piece. 


sales promotion department. In our 
experience, however, it does mean that 
the sales promotion manager had bet- 
ter (1) 
(2) convince the sales force at large 


know whereof he writes, or 


that his concoction was a brain-child 

of certain leading salesmen. And, gen- 
erally, it’s well to follow both. 

Last fall, when we were planning 
(Continued on Page 79) 




















on Sales Contract Gorm, 


To be a sure protection to the seller, the savings 


clause should be written 


@ IN THE SALE of industrial equip- 
ment and supplies, the use of saving 
protection 


clauses by sellers as a 


igainst unavoidable delays in making 


And 


one of the commonest clauses of this 


deliveries is widely indulged in. 


kind recites, in effect: 
“All 


upon 


agreements are contingent 


strikes, accidents and occur- 
rences beyond our control.” 

Now, concededly, if the above sav- 
ing clause, or one of like tenor, is 
specifically agreed to it will be bind- 
ing. But whether such a stipulation 
printed upon an order blank or sales 
contract, in the absence of special ref- 
erence thereto, will be given force is 
1 horse of another color. 

For here, if the recitals in the sav- 
ng clause are inconsistent with the 
terms of the contract, they may be 
ruled out. Consequently, a sales ex- 
ecutive should know what he is about 
n relying upon a printed clause of 
this character. And as an example of 
judicial reasoning on this point, and 
the possible danger to a seller in over- 
ooking it, the following case is in 


oint. 


Contract Had Printed 
Saving Clause 


Here the plaintiffs, manufacturers 
mill equipment, contracted to sup- 
y the defendant with twelve log- 
ood extractors at the price of 
,150. Time of delivery was of im- 
tance, and the contract provided 
x deliveries upon certain dates. 
urther, it carried a bonus and for- 
which the de- 


ture clause under 
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fendant agreed to pay a bonus of $10 
and $25 for every day short of the 
delivery dates that deliveries were 
made; and thereunder the plaintiffs 
agreed to forfeit like amounts for each 
day delay in making deliveries beyond 
the dates set forth in the contract. 

Now, after the terms of the con- 
tract were agreed upon, a stenographer 
was called in, the contract dictated to 
her, and she transcribed it upon a let- 
ter head that carried the following 
printed saving clause: 

“Prices subject to changes without 
notice and all agreements are contin- 
gent upon strikes, accidents and oc- 
currences beyond our control.” 

The parties signed the contract, and 
no mention was made at the time of 
the above printed saving clause. Plain- 
tiffs failed to make deliveries accord- 
ing to the contract, because of oc- 
currences beyond their control. Per- 
haps a strike, though the report does 
not state the precise cause of delay. 

Anyway, following complete de- 
livery, plaintiffs billed the defendant 
for the contract price, $3,150. De- 
fendant deducted from this for thirty 
days delay at $10 per day, and for 
thirty-five days delay at $25 per day, 
a total of $1,175, and remitted for 
the balance. Plaintiffs refused to ac- 
cept these deductions and the instant 
action for the balance alleged to be 


due followed. 


defendant set up the 


In defense, 


into the sales contract 


provisions of the contract for bonus 
and forfeiture. Plaintiffs countered by 
pointing to the printed saving clause, 
quoted heretofore, and claimed this re- 
lieved them from liability for the de- 
lay because it resulted “from occur- 
rences beyond plaintiffs’ control.” 
The case went up on appeal with 
the validity of this saving clause as 
the main issue. And the higher court 
in denying the application of the sav- 
ing clause—holding it was not a part 
of the contract—and in permitting 
the enforcement of the forfeiture pro- 


visions against the plaintiffs, reasoned: 


The Language of the Court 
“The 


typewritten contract fully and com- 


testimony proves that the 
pletely expressed the agreement be- 
tween the parties, and, in the absence 
of any claim or proof to show that 
the saving clause was left out of the 
contract by accident or mistake, the 
court cannot read this clause into it. 

(Plaintiffs) knew the defendant 
wished to get the extractors as soon 
as possible, and guaranteed to deliver 
them by certain dates. 

“The printed saving clause is not a 
part of the contract, and is inconsis- 
tent with the clearly expressed intent 
and agreement of the parties, and 
cannot be allowed to modify or alter 
it. A printed bill head or letter head 
cannot be allowed to control, modify, 
or alter the terms of a contract which 
is clearly expressed in the writing be- 
low it. 

“The testimony shows that the con- 


(Continued on page 81) 
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A Case Study in Marketing Research 





The Role of Marketing Research in 





Launching a New Product 


A step-by-step story of how marketing research was 
used to determine the profit possibilities of a radically 
new product, the Ingersoll Koolshade Sun Screen 


PART | 
@ THE Borg-Warner 


had a new product. It was revolu- 


( orporation 


tionary in character, unique in design, 
startling in performance, and dras- 
tically foreign to the company’s gen- 
eral business. A queer combination to 
say the least. 

The product, eventually designated 
KOOLSHADE = Sun 


Screen, was a device designed to keep 


as__—_ Ingersoll 


out direct rays of the sun as well as 
bugs. It was a fly screen, and was in- 
stalled exactly like a screen, but there 
the similarity ended. It was a venetian 
blind, yet it wasn’t. It was more efh- 
cient than an awning, yet it certainly 
had not the slightest resemblance to 
an awning. Anyone who tried to de- 
scribe it in a few well chosen words 
quickly found himself in a highly in- 
volved predicament. Yet those who 
were privileged to see a sample of the 
material itself expressed amazement at 
its obvious simplicity 

The inventor of this very contrary 
product devised it while attempting to 
solve certain problems in connection 
with a new home he was building for 
himself somewhere in the wilds of 
Michigan. I won’t bore you with a 
round by round description of the 
months he spent sitting under a para- 
sol, swatting mosquitoes and deer flies, 
while he 
thought. Suffice is to say that an idea 


thought and thought and 


finally took shape, and gradually grew 
until it crystallized in the form of a 
beautifully woven copper fabric of 
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By ROLAND D. DOANE 


General Manager Koolshade Sales, 
Ingersoll Steel & Disc Division, Borg- 
Warner Corporation, Chicago 


flat, horizontal stays which resembled 
nothing as much as a miniature vene- 
tian blind. It permitted plenty of light 
to enter, offered perfect visibility, was 
decidedly smart looking—in fact quite 
modern and streamlined—and very 
durable. 

These horizontal stays were sufh- 
ciently close together to furnish insect 
protection equivalent to that of high 
grade eighteen-mesh fly screen. In the 
parlance of the flying profession, a bug 
had to do a vertical bank in order to 
have the faintest chance of getting 
through and if he side-slipped he was 
completely out of luck. The outstand- 
ing feature of these stays, of course, 
was that they were woven in on a 


KOOLSHADE SCREEN 
NLARGEL 






E 






When the sun rises 
@* above the hori 
zon, no direct sun 
heat con get through 
Koolshade Screen Ts 


ea; 


2 
it's all o motter of angles and spaces. Koolshade is like oa 
winiature Venetian blind mode of flat bronze strips 


This diagram shows the construction fea- 
tures of Koolshade and how it functions 


APPREOUMATEL + 


slight slant and thus kept out the 
direct heat of the sun during that part 
of the day when such protection was 
needed most. Actually they were close 
fitting louvres. 

The troubles of the inventor, how- 
ever, were only just beginning. It is 
one thing to get an idea, and quite 
another to have it produced in salable 
and usable form. Manufacturers of 
fly screen and other types of wire 
cloth literally laughed in his face. 
They informed him that no machine 
had ever been built or ever would be 
built which was capable of producing 
such material as he had in mind and 
they were not spoofing, they meant 
exactly what they said. 

But fortunately for posterity, and 
those satisfied customers who are now 
KOOLSHADE, they were 


Weaving ma- 


buying 





wrong 
chinery of a new and revolutionary 


very wrong. 


design was eventually invented, and 
was developed into highly efficient 
production units by the resourceful 
engineers of the Ingersoll Steel & Disc 
Division. The 
complished—but only after years of 
heart breaking effort and the invest 
ment of many thousands of dollars. 

Now, all that was necessary was to 
determine if the material could be sold 
at a profit, how it should be sold, and 
then calmly gather in the orders in 
ever increasing profusion. That had 
all the earmarks of simplicity in it 
purest form, but it soon became evi 
dent that the inventor and the pro 


ec ° ’. 
impossible” was ac 
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sick report on the marketing research survey made for Ingersoll Koolshade Sun 
d and the volume of data developed in a comprehensive research study of 


duction engineers could now enjoy a 
period of much racuous laughter at 
the expense of those who were selected 
to market this product. There was no 
precedent to serve as a guide. This 
remarkable material was neither fish, 
flesh, nor fowl. It was in a class by 


itself in more ways than one. 


Marketing Research 
the First Step 


In the summer of 1938, the Arthur 
C. Weick Company was retained to 
nake a research study of the market- 
ng problems and it had a man-size job 
on its hands right from the beginning. 
The first step was to devise a prelim- 
nary plan of procedure which was 
thoroughly tested in five Middle West- 

n cities: Chicago, St. Louis, Kansas 
City, Des 


Chis required about three weeks. Then 


Moines, and Davenport. 
lestionnaires and plans were revised, 
id the major program put into oper- 
tion throughout the United States. 
Every known classification of buyer 
is interviewed and studied. Every 
ssible sales outlet and distribution 
innel was thoroughly investigated. 
In the consumer field, the investiga- 
approached home owners, real es- 
development operators, building 


| loan associations, builders of pre- 


ricated houses, hospitals, office 
dings, hotels, and _ institutions. 
y talked to superintendents of 


ols and hospitals, executives of 
industrials, officials of the fed- 
state, and municipal govern- 
ts, railroad car builders, bus man- 


turers and countless other poten- 
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tial users. Each of these groups was 
surveyed individually 
price viewpoint, general attitude to- 
ward the product, various forms of 
sales resistance, and the channels 
through which a product of this kind 
might logica!!y be purchased. 
Consumer buying habits were care- 
fully analyzed, including such factors 
as a probable season of purchase, char- 
acter of use, sizes, kind of wire de- 


to determine 


sired, comparative popularity of differ- 
ent frame assemblies, influence of the 
architect, the engineer, and the con- 
tractor. 

Many discoveries of vital impor- 
tance were made, not the least of 
which was the fact that a specially 
tailored story was necessary for each 
class of buyer. The hotel manager, 
for instance, was interested from the 
viewpoint of greater guest comfort, 
easier renting of sun exposed rooms, 
elimination of fading of furnishings, 
insect protection. The manager of the 
office building, on the other hand, was 
not interested in insect protection but 
he was attracted by the fact that this 
material would eliminate awnings, 
which often represented fire hazards, 
and always a storage problem. He was 
interested in eliminating venetian 
blinds, which required endless clean- 
ing, adjusting, repair, and replacement. 
He was vitally interested in keeping 
the offices cool. 

Great masses of data were collected, 
collated, and reduced to percentages. 
The hotel field, for 
broken down as follows: 


instance was 


Seven per cent professed the desire 











Screen, comprising 520 pages and weighing eight pounds, indicates the amount of wo 
this character. Here is how the reactions of air conditioning contractors were charte 


to buy immediately regardless of what 
the price might be. 

Thirty-two per cent were very 
much. interested and not materially 
affected by price, but preferred to wait 
until there was more proof of per- 
formance. 

Eighteen per cent balked on the 
price question. 

Forty-three per cent didn’t spark 
at all. 

Thus it 


thirty-nine per cent of the hotels in 


could be deduced that 


the country were actually prospects 
and as there are nearly 20,000 hotels 
in the United States, one could safely 
assume that this classification alone 
could be expected to consume many 
thousands of square feet of this new 
material. 


Every other group in the consumer 
field was similarly analyzed, taken 
apart and put together again and esti- 
mates of potential volume began to 
expand with ever increasing rapidity. 
In other words, there was definitely 


a market. 


Distribution Studied 


The attention of the investigators 
turned next to the possible fields of 
distribution. They were legion—at 
least in theory. 

Of course, the first thing that 
struck everyone was that this product 
was essentially a screen in appearance, 
use, and application. It had to be 
framed before it could be installed; 
and those who had the facilities for 
framing were the national screen man- 

(Continued on Page 66) 
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By ARTHUR WALSH 


Executive Vice-President, Thomas A. Edison, Inc., West Orange, N. J. 


Educational Sales Work F 
Ediphone Marketing 
Encouraging the office executive to change a habit 


of long standing is Ediphone’s principal task—then 
follows a training and advisory service to users 


@ MICKEY ROONEY, starring as 
“Young Tom Edison” in the MGM 
production of that name, foreshadows 
what was to become the “Electrical 
Wizard’s” favorite invention when he 
sighs, “If I could only keep a voice!” 

Edison’s phonograph is basically the 
grandfather of modern record players 
of all kinds and of all modern dictat- 
When Mr. Edison first 


conceived the idea of recording and 


ing machines. 


reproducing the human voice, he said, 
“I predict that one of its most impor- 
tant uses will be in business corre- 
spondence!” 

The great inventor’s prediction, re- 
garded by businessmen of the late 
1800’s as a bit too enthusiastic, has 
nevertheless proved to be as true as 
Edison, himself, was great. 

It is one thing, however, to invent 
und develop a device. It is quite an- 
other thing to market it. Accord- 
ingly, this is not a story of invention, 
but a story of marketing—equally as 
interesting in its problems and their 
solutions as the actual story of the 
phonograph’s invention. 

Today, the Ediphone, or “Edison 


Voicewriter,” direct descendant of 
Edison’s phonograph, is used in all 
parts of the world and has become an 
indispensable part of modern business. 
A consistent marketing plan is respon- 
sible for this wide use. 
The world, even the progressive 
business world of the twentieth cen- 
tury, seldom goes out of its way to 
embrace a new idea, even a very good 


idea. Adding machines met with ob- 
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“If we could only KEEP a voice!” 





Young Tom Edison's Dream 


Become 2 Blowing to Evecy Busnes Mar 


CD .. 
«=  Ediphone 


Ser be owe Thea bt pte Ney the nee Srteamliond tdeptooe 


Gait 


Copy like this is being used to tie in Edi- 
phone with M-G-M's “Young Tom Edison" 


jections from old-fashioned bookkeep- 
The type- 
“newfangled 


ers on their high stools. 
writer, at first, was a 
gadget.” Even the telephone did not 
have the immediate acceptance which 
its world-wide use might imply. The 
Ediphone, too, has encountered the 


usual inertia and resistance to change. 


Basis of the Marketing Plan 


The actual day-to-day use of any 
product must, of necessity, shape the 
marketing policy. 

Use of the Ediphone calls for the 
codrdination of two office functions: 
Dictating letters and memoranda on 


the one hand, and the actual writing 
of this material on the other. It is the 
responsibility of the salesman with a 
new installation to do this coérdinat- 
ing. Instruction of the executive in 
the simple use of the dictating instru- 
ment is a matter of but a few min- 
utes. Encouraging him, however, to 
change a habit, perhaps of many years’ 
standing, is the salesman’s principal 
task. 

Likewise, instructing the executive’s 
secretary is a simple matter. But 
here again, the changing of an ac- 
quired business habit is the salesman’s 
responsibility. The secretary soon 
learns, however, to transcribe letters 
by listening to the voice rather than 
by looking at shorthand symbols. 

Both executive and secretary soon 
discover that the change of habit is 
well worth while. When the newness 
of the Ediphone method wears off, 
they begin to truly appreciate its ad 
vantages. 

Simple and easy as this may sound, 
it requires a salesman who is tactful 
and patient enough to bring about a 
change in working routine where th 
resistance arises from habit rather than 
logic. 

Even the office boy must be in 
structed to do his part by shaving the 
wax cylinders and distributing then 
to the dictating instruments. Thus 
it is the Edison Voicewriter salesman 
daily responsibility to deal capably 
with everyone in the office who is in 
any way concerned with the firm’ 
correspondence—from the highest ex 
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ecutive right down to the office boy. 
We realized at the very start of our 
marketing experience, that two things 
were necessary: 
1 An up-to-date piece of business 
equipment. 
A service which would enable 


rN 


users to get the greatest benefit 


from its use. 


What Was Learned About the 
Application of the Service 


In connection with establishing and 
perfecting our service to the business 
office, we learned that it was necessary 
for the Ediphone salesman to become 
well acquainted with the business pro- 
cedures in the office of each prospective 
user. Therefore, it 
to train him in the fundamentals of 


became necessary 
good procedure in every type of office. 

Accordingly, to present the advan- 
tages of Ediphone Voice Writing to 
any and all offices, we adopted a plan. 
The making 
studies or surveys which disclose the 


plan calls for office 
following information: 
1—The volume of dictated matter. 
2—Who does the dictating. 
3—Who writes the letters. 
4—The relation of other secretarial 
duties, such as copying and cler- 
to that of letter 


ical work, 


writing. 
Armed with facts rather than “blue 
sky” have 


been able to point out the advantages 


estimates, our salesmen 
of Ediphone use in any office. How- 
ever, the Ediphone salesman’s knowl- 
edge of his prospect’s business must 


What is the 


way to dictate engineering specifica- 


go even further. best 
tions to the Ediphone? How can card 
references in investment trust dicta- 
tion best be handled? How can a legal 
department use the Ediphone to best 
idvantage? These are just a few of the 
many questions pertaining to the de- 
tails of any kind of dictation which 
every one of our salesmen must be able 


tO answer. 


Salesmen Carefully Selected, 
Trained, Supervised 

From the preceding brief outline of 
the Ediphone salesman’s duties, it is 
bvious that he must be thoroughly 
trained to render an exacting service 

well as to sell. The major energies 
ot both our main ofice management 
nd of managers out in the selling 
ield 
raining and supervision of the indi- 
In selection, we look 


are devoted to the selection, 


dual salesman. 
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for versatility and a background of 
familiarity with office procedure, in 
addition to other well known require- 
ments. After acceptance, an intensive 
course of inside training is given. The 
new salesman begins field work by 
assisting other salesmen in the details 
of their installations and office surveys. 
Finally, under the supervision of a 
field manager, he is ready to take up 


active selling. 


Reaching New Prospects 


Our principal marketing problem is 
not, of course, with the office where 
an installation has already been ap- 
proved. Rather, it is with those firms, 
large and small, who seem satisfied 
with their present method and have 
not yet adopted Ediphone Voice Writ- 
ing. This not only calls for well 
planned personal sales calls, but also 
the 
market. 


for general education of our 
Consequently, we do the educational 
work first and the specific selling job 
second. To accomplish this practically 
all modern means of promotion are 
used: 
1—Advertising in business publica- 
tions. 
2—Direct mail advertising. 
3—Business motion pictures. 
4—House organs (both internal and 
external). 
§—Special education programs for 
business schools. 
6—Carefully prepared bulletins for 
kind of 


(these include bulletins on the 


use in each business 
use of Ediphone Voice Writing 
in banking, insurance, railroads, 
etc. ). 

7—Business show exhibits. 

8—Publicity. 


Advertising Has Paid 

Naturally, we were in the begin- 
ning in the same position with this 
new aid to the office as Thomas A. 
Edison was with the original phono- 
graph. We had something good, but 
the public didn’t realize it—yet. And 
although we soon organized a large 
sales force throughout the country, it 
was obvious that it would take a long 


all 


knobs. Advertising has always done a 


time to turn of the office door 
good job in developing first class leads 
for us. Therefore, two complete ad- 
vertising programs were planned, one 


for direct mail and the other for a 


selected list of business publications. 
Time, Newsweek, Nation’s Business, 
Business Week, Forbes, as well as other 














Two scenes from the motion picture "Edison the Man" sho: 
ing Thomas Edison (Spencer Tracy) intrigued by the whir 
of a disc on an automatic telegraph repeater which ga’ 
Edison the idea for his talking machine which eventually le 
to the development of the Ediphone for business use. TI 
lower view depicts the epochal test which proved the pos: 
bilities of actually preserving and playing back a sour 








Spencer Tracy, who plays role of Thomas Edison in M-G-M 
"Edison the Man,"" demonstrates commercial application ¢ 
Edison's phonograph in new desk model streamlined Ediphon 


magazines, were used on a four-week 


cycle basis. Readers were invited to 
reply either to the local Ediphone of - 
fice by telephone or to the main office 
of Thomas A. 


Responses to both were exceptionally 


Edison, Inc., by mail. 


high. Although inclined to the view 
that magazine advertising is generally 
educational and not primarily for the 
purpose of producing direct leads, it 
has been gratifying to supply men on 
the firing line with tangible evidence 
of our efforts to help them sell. 
Direct mail was carried on just as 
intensively and consistently as publi- 
cation advertising. While all publica- 
tion must 


advertising necessarily 


emanate from the main office, direct 
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Ediphone direct mail is smashing in size and technique. Features of the equipment are empha- 
sized as shown in the top spread; that the machine in its new streamlined design will fit into 
the atmosphere of the most “executive-looking" office is inferred with views like that in the 
center. The seal on the front of the broadside at the left is an extra touch which creates great 
attention value for the inside. The publication ad at the right is typical of the business paper 
copy which is stressing the compactness of the equipment and its pleasing design 


mail matter (factory prepared) was 
sent out from local offices and had 
the advantage of being a local promo- 
tion. Each local office was held re- 
sponsible for keeping its mailing list 
up-to-date. Our percentage of wrong 
addresses has been as negligible as our 
percentage of returns has been high. 

We have backed up the local work 
from time to time by mailings from 
the home office. One such mailing 
produced replies from thousands of 
business offices all over the United 
States. Each of these letters was 
answered individually from the main 
ofhce—and copies of all correspon- 
dence forwarded to the proper local 
othces. 

Simultaneous with this work among 
prospects, customers and their em- 
ployes, Thomas A. Edison, Inc., also 
carries on an_ extensive program 
throughout the business schools of the 


country. 


New Secretarial 
Training Program 

Last year the company enlisted the 
services of such important educators 
and business authorities as Kilduff, 
Goodfellow, Allen, Card and Copeland. 
This group collaborated on a course 
in “Ediphone Voice Writing and In- 
tegrated Studies.” It is an authorita- 


tive course giving the “what,” “how,” 
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and “why” of Ediphone Voice Writ- 
ing, along with the study of English, 
typing and other secretarial subjects. 
In coéperation with the Southwestern 
Publishing Company, leading publish- 
ers of school texts, a full set of texts 
was published. A teacher’s manual, a 
student text, aptitude tests, practice 
records and pads, special records and 
Certificates of Proficiency were pro- 
vided. The material has been eagerly 
accepted by commercial educators who 
realize, as never before, that business 


machine training materially assists 


graduating students to get jobs 
quickly. 


Secretarial Training 
and Placement 


''s 


Still another special service and no 
less essential is our program for the 
training and placement of secretaries 
through our own field offices. Through 
this service, an unemployed secretary, 
or a recent graduate of a commercial 
high school or private secretarial 
school, may learn the simple opera- 
tion of the transcribing instrument 
and get enough practice to become 
proficient. Experience, of course, in- 
creases proficiency. These Ediphone 
trained secretaries have their applica- 
tions on file in our field offices. Em- 
ployers know that applicants who can 
really do the job are available. Fre- 
quently these secretaries have already 
had a background of experience in 
the business of the employer. 


A Travel Service Is Maintained 


A travel service to executives who 
are Ediphone users is provided by 
means of a card issued to the execu- 
tives by our main office. This card 
entitles the holder, while away from 
the letter writing facilities of his own 
office, to the use of an Ediphone in his 
hotel. Cylinders thus dictated may be 
transcribed locally at reasonable rates 
or sent back to the office of the execu- 
tive in a specially constructed Edi- 


phone mailing carton. 


Advisory and 
Maintenance Service 
Advisory service to insure the best 
continuous use of the Ediphone iS 
(Continued on Page 75) 








Typical rough dummies used in pretesting mail advertising pieces for the new Ediphone 
Three were sent with the letter and return card to the company's selected list asking the 
recipient to indicate his choice. Although copy on the inside spreads was rough, it emphe 
sized the sales features of the machine and showed them in pictures. The mailing thus als 
served to focus special attention on the sales story and register it through repetitior 
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Two industrial packages won awards last month in the All-American Packaging Competition, both being in the plastic containers group. 
At the left is a case for the Blackhawk “Torkflash" tension wrench, while the right view shows a group of the new Nicholson cases for its line 
of Swiss pattern files which also function as holders when on the bench. All of the containers are molded in combinations of striking colors 


Iudubhrial Packages Get Awards 


@ A PLASTIC CONTAINER for 
Blackhawk Mfg. Company’s “Tork- 
flash” tension wrench, which by its 
ttractive appearance and sturdy con- 
uction helps to convince customers 
it it protects a real precision tool, 
yn a major award last month in the 
istic Containers Group of the All- 
\merica Package Competition, spon- 
red by Modern Packaging Magazine. 
Tension wrenches were formerly 
erchandised in much the same way 
ordinary mechanics’ tools. Black- 
wk felt that if this wrench were 
to be considered a precision tool, 
pecial container was needed. This 
king package, the upper lid of 
ch is dark red and the lower lid 
ck, was designed to appeal to me- 
nics’ pride in their tools and their 

re for a long lasting, useful con- 


er. The enthusiastic reception ac- 


corded the wrench in this molded case 
has convinced the company of its 
value, not only as a container but also 
as a merchandising vehicle. 

The Blackhawk Mfg. Company, 
Milwaukee, Wis., designed the pack- 
age, and Eclipse Molded Products 
Company, using red Durez and black 
Bakelite, manufactured it. 

The Nicholson File Company, Prov- 
idence, R. I., who recently adopted a 
plastic container for its line of die 
makers’ files, also saw its new pack- 
age win a major award in the compe- 
tition. Files are held in an upright 
position, being set into slots in the 
container, and are protected by a plas- 
tic cover which fits around the base of 
the package. 

The natural wood finish of former 
file containers was soon soiled by the 
hands of the craftsmen using the files. 
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A plastic container, it was found, 
would not only retain its sparkling 
finish and be easy to clean, but also 
tended to appeal to the natural pride 
of craftsmen in their tools, and pro- 
vide an attractive, permanent contain- 
er that would give the best protection 
for the files. 

Jon Hedu designed the container, 
which is molded of orange Tenite plas- 
tic material supplied by Tennessee 
Eastman Corporation, and black Lum- 
arith plastic material by Celluloid Cor- 
poration, New York. The mold was 
designed by Watertown Manufactur- 
ing Company and made by Royal 
Tool Company. 

All prize winners in the 1939 All- 
America Package Competition received 
awards at a presentation dinner at 
the Waldorf Astoria Hotel, New 
York, March 27. 
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By CHARLES C. CHAMBERLAIN 





Advertising Manager, Jenkins Bros., New York 


The Purchasing Agent Factor 


in Marketing 


The P. A. has become of increasing importance and 
should be assiduously cultivated in the marketing plan 


@ AN INDUSTRIALIST once said, 
There is nothing permanent in in- 
dustry but change, and he who does 
not keep alert to this fact will soon 


This 


manu- 


end in the bankruptcy court.” 
industrialist was referring to 
facturing methods; but we at Jenkins 
that this statement ap 


Bros. belies e 


plies just as aptly 


to sales and adver- 


tising methods. 

Only 1 comparatively few years ago 
ill manufacturing plants were small. 
They 


man, W hose enerey, 


were the product of a single 
initiative, and in- 
ventive genius was responsible for the 
success or failure of the entire organ- 
ization. He was sales manager, secre- 
tary and treasurer, engineer, and pur- 
one, and was 


Our 


chasing agent all in 


usually known as “the boss.” 
problem of sales and advertising was 
then quite simple. We called on the 
We directed our advertising to 


Insofar as reaching the man in 


boss. 
him. 
vuthority was concerned, we hit the 
bull’s eye every time. 

The 


| 
plants, 


» ; 
successtul manutacturing 


however. rapidly grew in size 


until it was not humanly possible for 
the boss” to handle everything from 
purchases ind finance to sales and pro- 


duction, so he, being a good executive, 


called in assistants to handle many of 


the details which were formerly his. 


He appointed Joe to take care of sales 
Pete handled his bookkeeping, 
| 


Salies- 


details: 
ind Bill interviewed the many 
men whom he no longer had time to 


See All ot 


little authority. 


these men, however, had 
They simply carried 


ut the boss’ orders ind he continued 


to be the dominant motivating force 
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Scene in the building materials buying section of the Detroit Edison Company indicative of 
the specialization of buying organizations of modern business and pointing to the necessity 
of keeping the purchasing agent well informed on developments in the products he buys 


of the organization. He was still the 
man to be reached with industrial sales 
ind advertising efforts. 

Greater economies through the use 
of mass production methods and auto- 
matic machinery, however, continued 
to force the successful manufacturer 
to expand until now we have entered 
a third era in industrial growth which 
has materially changed the advertising 
und selling picture. Today’s large and 
successful manufacturer is no longer 
To be 


an organization 


dominated by one individual. 
usually 
genius at its head but the 


divided into dozens of departments. 


sure, there 1s 


work is 


Each department is headed by a spe- 
cialist who is in complete authority 
and directly responsible for its success- 
ful operation. There are now specially 


trained financial experts, sales experts, 


advertising specialists, industrial rela 
tions managers, engineering and dé 
sign experts, production managers, 
purchasing experts, and a host of other 
operating heads. In short, today’s 
manufacturing enterprise is made up 
of wheels within wheels, all of them 
coérdinated to produce a successful 
unit. 

Today’s great industrial plant and 
that of the one man unit of yesterda 
has but one point in common—orga! 
ization for profit. Obviously, it p: 


sents a much more difficult sales and 
advertising problem which, if it is 
be successfully solved, must embra 
new methods and _ additional 
proaches. 

The plant engineer, the superint« 
manager ha 


dent, and the works 


now replaced “the boss” who, in 
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Comden Purchosing Department 


E ANDERSON : 





™ A GARONER C A ROWAND 
E J KABAKJIAN 
1 3 SAMUELS Pont - ae h 
A Bey : oe 
Rodie Port a_i 
except Ploting 


Electrom< Device 
Monutactured Ports of the 
Company s Own Design 


S F McCONNELL 
Buy 


Row Moterse 


Copper. 8 





case of the large industrial, seldom 
knows what types of valves are being 
used in his plants. This is the respon- 
sibility of the production and oper- 
iting department from whom low op- 
rating and production costs are de- 
manded. 
But still another new and extremely 
mportant factor has also appeared 
upon the horizon—Bill, the purchas- 
ng agent. He was formerly the man 
whom the boss told what to buy and 
the man who was looked upon as a 
necessary evil to be cajoled and pla- 
ited, but never to be taken seriously. 
Bill, however, is now a far different 
ndividual. The expenditure of mil- 
ons of dollars per year for materials, 
equipment, and supplies has elevated 
m into a position of major impor- 
ince in the organization. Because of 
uge demands, thousands of dollars 
er year can now be saved through ex- 
ert purchasing ability and judgment. 
le has, in many cases, become a 
ined engineer experienced in pro- 
ction work, as well as being a spe- 
ilist in purchasing practices. He 
ften enjoys the title of vice-president; 
a member of the company’s execu- 
e committee, and is responsible only 
the president. 
In addition to this, the purchasing 
partment is now entrusted with 
iny new duties that are not strictly 
rchasing practices, but which are 
ited to the successful operation of 
urement. A recent survey made 
mg a group of large industrials 
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This chart of the purchasing organization of the RCA Corpora- 
tion shows the specialization of buying in a large company and 
emphasizes the need for cultivating the buying factors according 
to their particular interests in the products assigned to them 


JOHN R KENNEDY 
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Mointenone Mo © 
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“ Tools & Mochinery Z 
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4 8 HAMMOND - 
of Ord ervece 
A RITCHIE | “< 
employing centralized purchasing re- the only college giving a course in 
vealed that: purchasing practice and procedure was 
In forty-one per cent of these com- New York University. Today there 
panies the responsibility of inventory are eighty-seven schools of business 
control was vested in the purchasing and administration or colleges either 
department and that in thirty-nine giving separate courses on purchasing 
per cent of the remaining plants this or including purchasing and procure- 
was a joint responsibility which the ment topics in their business courses. 
purchasing department shared with From the foregoing it is readily ap- 
some other department. parent that the purchasing agent is 
Where a salvage problem existed, now an extremely important factor 
eighty-eight per cent of the firms in selling to industry. He is a man 
studied have vested the function of who must be cultivated in addition to 
salvage disposal in the purchasing de- the operating and engineering depart- 


partment. ment with whom he coéperates. This 


In seventy-five per cent of these applies, of course, only to the large in- 
firms the purchasing department dustrial plant and not to the smaller 
served as a medium for obtaining in- operation, where purchasing is often a 
formation on the highly technical ma- part-time duty and handled by a man 
terial used by the engineering and de- with a dual title such as superinten- 
sign department, and in sixty-seven dent and purchasing agent. Nor do I 
per cent of these companies the pur- wish to give the impression that this 
chasing department developed costs smaller company does not constitute 
for contemplated materials used by an important market for our products. 
this department. Large corporations today employ as 

The officials to whom the purchas- many as fifty to 100 people in their 
ing agent was found to report to were: purchasing departments. The director 
thirty-seven per cent to the president; of purchases of such a department has 
twenty-seven per cent to the general a problem that is largely one of man- 
manager; twenty-five per cent to the agement. ‘The accompanying organ- 
vice-president, the trend being toward ization chart of the purchasing depart- 
the control of the purchasing depart- ment of the R. C. A. Corporation, in 
ment by the executive heads of the which seventy-five people are em- 


business responsible for policies and ployed, effectively illustrates how a 
modern centralized purchasing depart- 


profits, and only under special circum- 
duties of this 


stances was it found to be under the ment functions. The 
control of the manufacturing or pro- director of purchases is largely one of 


duction heads. management and he has never signed 


Another study shows that in 1924 (Continued on Page 83) 
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Prize Winning Sales Letters 


@ SIX SALES LETTERS in the an- in after several months had elapsed. 





= nual Gold Medal Letters competition The letter is followed by another and 

! of the Dartnell Service which re- then a salesman’s call. 
MONARCH ceived awards last month were in the A letter which has been successful 
MARKING SYSTEM COMPANY business and industrial field. Three of in selling new customers for American 
rgctocnaylaerte these were designed to make direct Bandage Corporation, Chicago, won an 
| sales while the others sought to renew award for Robert Stone, director of 
dormant accounts; all were successful sales. The letter was the second of a 
= in their missions. series in a campaign to introduce the 
@ ese petheres with © gestion, « we 2 tes R. E. Derby, manager of the Pa- company’s Gauzband to business and 
16 ia oo PE ee cific Coast branch of Monarch Mark- industrial companies with a free trial 
wes hatin sctengdemereaaets . ing System Company, Los Angeles, offer. The letter used a trick opening 
sts friend be died « littie, and se could » Remprese was one of the winners for his letter to arrest attention, but then imme- 
or. In ty Gur eamest efforts % serve y w to. the sent to inactive accounts. The letter diately got down to business and stated 
5. aire « magia eR a eek asked opportunity to make amends its proposition clearly, offering to send 
2 oe ae andine that dia no: cone up te, for anything which might have been a package of the product which could 
cmerting requirectsti done which caused the breach and sug- be used for ten days after which time 
Oy iF cn attk pan phaene tabh tar Denker ental, oe | gested that when replying the cus- the recipient would either return the 
ol, If you are curious stout tt, experiment with the | tomer order some of the new style shipping memo to be invoiced or re- 
sriermosth wurfecee labels, samples of which were attached turn the unused supply and no charge 
a the enewer ts cur questicas sia at the bottom of the letter. The string would be made for the used portion. 
mpectantiy, of samples was affixed with one of the The letter pulled approximately four 
os py) new labels bearing a printed message per cent returns, ninety-three per cent 
(GZ # calling attention to the fact that they of which accepted the merchandise 
atts dytrly may be put on without moistening and were billed. Twenty-five per cent 
=e} ) and when removed leave no mark. of those who accepted, ordered addi- 
n J The letter brought seventeen per cent tional merchandise. In our next issue 
- ——__——— __ returns and orders continued to flow Mr. Stone will outline his entire sales 








——____—_—____J 


DEXTER. FOLDER. COMPANY 


lmphis Folding Box 
5 Fitts treet 
Mam pois ,@aneesee 











2 
Py te 
As 4S aAy, ent ions 
>, Ww 





Ung t0 jompone hese oaid that excuses are often Dut ababby petches with ehich som 
<% people try to cover up their mi stake 


should bave know the anewer to the qwestion on this note - should have 
made it ay Dusiness to ask you before the Bose asked me -- but didn't. 
That eae my mistake, and | bed a valid excuse, sor did try to invent one 





‘ wut sow that the question is is a isp, an think of no better way of get- 
| 7 oa © you cag tise @ te tas lise ¢ ting the right anewer than to rely on your generosity in helping a out. 
| . i” % tr 1 do, s omic tuet lice 

leoncer thas oumber 2. If a were to eeeeure 
you would find teat they are both the sane - 


fae it something we did or ome it perhaps something we did mot do sbich 
ausea you to stop buying your machine parte from us Or am | simply on the 
wrong track — am | sasuming that you have bought parte eleeshere when in 
reality you may sot have been in seed of any’ 





te with firet al¢ eupclies. Firet tepressione are often mie] eeding. i Thatever the answer, | would warmly appreciate « brief reply. As you know, 
order to be gure. reeulte auet be seagurel. You can seasure the reeulte i | all Dexter parts are made to precision standards, and we feel that “the 
re avenaes'. he cab frathering. ssis-otertiiciang guess tantage, ty | } doctors” that brought your equigment into the world are better equipped than 
+. dh flnap clases a wo oS as, Gu ay anyone elee to supply the needed remedy in case of « strain or « breakdown 
*e want your Dexter equipment to keep on making money for you as long as it 
. ne : | ie possible to keep it rumming fast and amothly with the highest quality 
ode yen Peep moe Bin =s eattesastery reter the parte -- the only kind we have to offer. 
weed ties - if any. ore will te oe charge for the quantity used. 
» order, no matter how large or amll, sould make us very happy — prove 
beyond any doubt thet we're aot is the “doghouse” But if thet just ian't 
im the cards, |= going to look hopefully for your reply teliing ae shy ve 
j haven't enjoyed eny parts business from you for several years, so that 
an pase the answer to 7 ; 
| 


retare r ehipring 
ee ehip: ed. 
each. After 





Mo need to bother dictating « letter. Just jot your reply is « word or two 
at the bottom or om the other side of this sheet, and return it in the en- 
@ the last ots losed envelope 
ty empiling the 10 day 
ew oe ee Yours sincerely, 





Yours 4¢my ¢@ _ TEETER, PLIES PANY 
— (Vet A Aw Y) 3447-5 
AyER {CAN BANDAGE CORP. i ik Biogen 
«3+ Well the Pree Trial Card teday «nd we will send you @ 25¥ package of 
“8. b+@. GAUTRAND* for your own use. Tou keep thie whether the Industrial =o ocrimpaadaenire 
Peckare te returned or set. . - ——_ — 
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plan and follow-up program in detail. 

A letter which was successful in 
reopening old accounts for parts and 
in addition secured a number of or- 
ders for new machines drew a gold 
medal for N. B. Bjornson, Dexter 
Folder Company, Pearl River, N. Y. 
His 


letter used the “flag” system, 
the illustra- 


which is not shown in 

tion. This consisted of a small hand 
written note attached to the upper 
left corner addressed to the writer 


asking whether he knew why the ad- 
dressee of the letter had not ordered 
parts since a named date. The original 
letter was Hooven typewritten and an 
extra carbon on tissue made at the 
time was used in a follow-up during 
the next five or six weeks. The follow- 
up increased returns from the origi- 
nal of thirty-three per cent to ap- 
proximately forty-seven per cent on 
None of 


the accounts had bought parts for 


the entire list of 560 names. 


over four years and some dated back 
as far as 1931. 

Another letter which was successful 
in following up inactive accounts won 
in award for Victor Ladetto, assistant 
sales manager, Continental Screw Com- 
pany, New Bedford, Mass. The fourth 
paragraph of the letter seems to have 
hit home and brought a sixty per cent 
reply, some with orders, others with 
requests for quotations, and others 
giving their reasons for not buying 
which provided the opportunity for 


re-selling the account. Copies of the 


letters went to each salesman, thus 
giving them something definite on 
which to see these buyers, which in a 
number of cases led to orders and bet- 
ter understandings. 

W. E. Puddock, Hadyn F. White 
& Company, Cleveland, placed in the 
gold medal class for his letter addressed 
to sheet metal contractors to interest 
them in Protex, a protective coating 
for metal, and to get requests for sam- 
ples. A feature of the letter was a 
piece of metal coated with the material 
fastened to the letterhead. The re- 
cipient was asked to test the protec- 
tion provided and then to request a 
sample for test. The letter pulled a 
little more than ten per cent of the 
1,000 list and about the same percent- 
age of those were turned into regular 
customers. Others promised business 
when their needs materialized. 

A letter designed to sell health food 
stores the idea of adding ice cream to 
their line won an award for Charles 
Shaw, sales promotion and advertising 
manager, Taylor Freezer Corporation, 
Beloit, Wis. 171 letters came 
twenty-four requests for further in- 
formation, and inasmuch as the equip- 
ment offered runs $500 per 
unit, the one order already booked 


From 


around 


leads the way to a profitable effort. 
The thought in back of the letter was 
based on talks with health food store 


operators using Taylor equipment who 
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confided that their regular items do 


not move in great volume and that 
most of the foods they sell are those 
that people must be persuaded to eat. 
Therefore it suggested the idea that 
ice cream would make a quick repeat 
line which would bring people into the 
store more frequently, providing sales 


opportunities for other items. 


43 
or) 


Attention: 
jen tlemer Soon you will be plannin ows a } 
Why not consider HEALTH FRCZE % wn-mace 
I wonder if you will help me out of @ little difficulty? | ‘ce creas? 
ur President hes asked The enclosed s Reta = ellis 
reasons why we have beer is | why icec e as th a hee 
on certain accounts. In orde food and « 
tion, I will need your Pp. | 
am sure thet is what you © cream eople & . ax 
I hope you will not hesitate t | -- deceuse ttalize ic dere 
gellt kes 
Have we made « mistake | 
| ere are «a 5 se {ce re 
is a ree mere profit. 
| sel in v MADER, because © 
- | tracts custoz er heal 3 A 
| expensive | 
| 
| 
ani | Aren't these profit-possibilities worth f ar e 
e | tion? We think they are erefore we are er 5 ” 
if | asiness reply card for your nventence in request 
ers | pl nm. t sign i and mail it. } staze 
at | 
| With our answer, we #111 send 14 f our klet 
LITTLE STORIES OF 81 s SESSES, ehi tells about e 
ing « self-addressed and stamped envelope for you profits you cen realize from y own ice cream. 
convenience in mailing us your reply or I might even be more 
optimistic and say, r order--in thet wey I will know thet Te r peys for itself ar pays yo Learn . ma! 
everything is all rig We've missed seeing your name r 6 ca ie 
sround here and » i king forwerd to hesring from you. 
i v truly 
~S Thank you. “ — 
Yours ve trul 
b.. CBBIVENTAL Sepp cate any i 
¢ Séles Promotion and } 
; - Z \ | Advertising Manager 
HouriTe - Phillips L/t sstetant Sales Manage: Shey 
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Worlds Finest loee-Cream Equipment 
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By JOHN K. CRIPPEN 
Advertising Manager, 





Bantam Bearings Corporation, South Bend, Ind. 


Key Your Cony te Reader Iuterest 


If you want your ads to get the same readership as 
editorial material in the publications you use, then 
see that they are tuned to the same reader interest 


@ BUSINESS PAPERS, to stay in 


business, must adapt their editorial 
policies to the interests of their read- 
ers. Much time, thought, and research 
alike are expended in editorial offices 
in order to present to subscribers the 
type of material, the departments, and 
the view points which are both accept- 
ible and helpful to them. 

Advertising managers and agencies, 
however, are not always that careful. 
It does require extra work, additional 
costs of preparation, mechanical, and 
art work to offer varied “renditions” 
of advertising themes, rather than to 
idhere to a policy of “carbon copy” 
advertising. In this article I should 
like to explain some of the reasoning 
which our organization has followed 
in changing its policies for 1940. The 
observations of the writer as adver- 
tising manager, and of a capable sales 
manager, have led to some definite 
conclusions as to the effectiveness of 
hard-hitting, direct sales stories. And 
we believe that our advertising can 
and will be made more effective 
through elimination of over-duplica- 
tion of our advertising themes. 

Just as every publication embraces 
definite characteristics, so should a 
campaign in a magazine make the full- 
est possible use of its individualized 


make-up and treatment. 


Analysis of Editorial Contents 


Business magazines, or technical 
papers, in particular, possess definite 
individual, identifying characteristics. 
This point is well brought out in ex- 
imining papers which go to the metal 
working field; and I sincerely believe 
that far too many advertisers in these 


papers fail to take into account these 
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o 
idiosyncrasies when preparing their 


campaigns and their copy. The sav- 
ing of a little money in preparation 
costs may be given as one reason, but 
certainly such a saving does not, in 
any case, justify the wholesale placing 
of identical ads in many papers in sim- 
ilar fields, when—although a large 
degree of overlapping readership is ob- 
servable—editorial themes, stories, and 
information prove that each of these 


magazines has a somewhat different 


purpose in the field which is served. 

I have made an analysis of a num- 
ber of papers on the Bantam Bearings 
schedule for 1940 to show how the 
overlapping in editorial matter is also 
offset by the greater emphasis which 
some of these papers place on various 
departments—the uniqueness of some 
in adhering to definite editorial types. 
An examination of the accompanying 
chart should serve to indicate the fact 


that an advertiser need not—if he has 





EDITORIAL 
SUBJECTS 
A B 

Safety 

xx 
Tools & Dies 

x xxx 
Personnel & xx 
Employment xxx 
Machine Tool xxx 
Descriptions x xX 
Production xx 
Methods xxx 
Brazing, 
Welding, etc. xx xxx 
Power xx 
Transmission xx xxx 
Electrical xa 

xx xXxxXxxX 
Metal Markets xx 

xxx 





PUBLICATIONS 
Cc D E F 


xx 
xxx 


x 
x xxx 
xx xx 
xxx x xxx 
x xx 
xx 
xxx xx xxx 
xxx x ; 
xxx x x 
x xxx 
xxx xxx 
xx 
xxx 
xx x xxx xX 
xxx | xX 








This chart based on an analysis of monthly and weekly industrial publications over a peric 
of six months (six copies of each publication) gives a picture of the reader interest as ° 
flected by the editors’ selection of editorial material and may be used as a guide in keepins 
advertising in each publication in tune with the reader interest. Each x represents one artic’ 
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4,000-POUNO gai 
PUMPERS KEEP 
PRODUCTION UP &F 
witht BANTAM 
QUILL BEARINGS 








5 ae ere 


STRAIGHT POLL ER a 


This ad ties in with reader interest in the 
petroleum industry in the subject of central 
power versus unit pumpers which has received 
detailed attention in medium where it ran 


plenty of advertising information— 
duplicate his advertising sales story in 
iny two of them. 

This same line of reasoning can be 
ipplied to non-similar types of publi- 
cations. Thus, it is my belief that 
there are two major factors which call 
for the necessity of keying ad cam- 
paigns to various publications which 
ippear on a schedule: 

1. Duplication of readers, of simi- 
lar publication, as evidenced in ABC, 
CCA, or NIAA statements, or in read- 
rship surveys. 

2. The differences 
terests of non-similar magazines. 


the basic in- 


Duplications 

Now, it is considered good practice, 
n some circles, to carry an identical 
id in a long list of publications which 
reach similar groups also, to use the 
ume ad in both general media and 
xeneral business papers. The theory 
eems to be that if the man you are 
rying to re ach misses the ad in one 
publication, he’ll come across it in 
inother. Such a haphazard method of 


peration, however, means too great 
mphasis on the repetitive value of an 
d. Vitally interested sales prospects 
not going to wade through your 
‘py several times as it appears in sev- 
ul journals to which they may sub- 
ribe in the same field. 
Take publications such as Business 
eek, Forbes, Nation’s Business, For- 
ne, with admittedly strong duplica- 
on of readership among executives, 


peated ads in two or more of these 
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COG ereyevons 


ETRE rowes crane 
GIANT LIFTS 20 TONS ON a 
BANTAM QUILL BEARINGS 









NTAM, 


STRAIGHT HOLLER: TA 


JEARINGS 


see wetoL 


A simple and obvious reader tie-up is repre- 
sented by this ad which appeared in "Steel," 
in which considerable editorial attention is 
given to the subject of materials handling 


magazines (granting that they are all 
good buys from the standpoint of 
readership) will do some good, of 
course. But how much more potent 
strategy is involved a plan which 
your own sales force must follow: 
Talk to your prospect in the mood you 
find him in; sell him in the language 
to which he is accustomed; make your 
synonymous’ with his 


And with each of 


sales story 
proven interests. 
the above magazines talking editorially 
in its own way, why not tune your ad 
—yvyour sales story——to that definite 
mood or certain reader interest? 

Here a question is logically raised: 
“In this process of adapting ads to 
various similar publications, will any of 
the intrinsic values of the ads be lost?”’ 
The answer, I believe, is an emphatic 
“No!” Your separate ads (which 
may, in fact, represent merely slight 
illustrative or perhaps copy changes 
only) each will then possess its own 
identity. That ad will stand upon its 
own feet, more or less individualized 
to the brand of thinking which the 
magazine itself holds forth. The mere 
appearance of your firm’s logotype, or 
the recurrence of some thematic idea 
(similar headlines, etc.), should serve 
to properly identify your ad. 

Then, does it not seem reasonable to 
suppose that duplicated readers will 
evince a stronger interest in that new 
ad; that new readers will be sufh- 


ciently impressed, provided the new 


ad or variation is truly adapted to the 


publication in question, from the 


standpoint of editorial interests? 


KEARNEY & TRECKER T 
FOR ABSOLUTE BEARING 








“Bawran!Bearincs 


STRAIGHT POLLER i *- weemur 


Many articles on methods of securing and 
maintaining accuracy in milling machines have 
appeared in papers that carried this piece 
of copy which drew upon reader interest 


Doesn’t it also logically follow, in this 
same line of reasoning, that you are 
sure to reach a greater number of po- 


tential customers? 


Differences in Reader Interests 


This theory of duplication does not 
stand alone in condemnation of car- 
bon-copy advertising technique. 
Equally strong argument can be lent 
on the side of carrying identical ads 
in dissimilar papers. Some of this rea- 
soning, of course, is perfectly obvious. 
Anyone will grant that a technical ad 
selling, let us say, an oil field geophys- 
ical service would not belong in a 
textile publication. But the reasoning 
must be carried on a little farther, 
little deeper into the problem of plac- 
ing a general type ad in a number of 
dis-similar papers with story, say, 
directed to all executives in all these 
fields involved. 

In both horizontal and vertical busi- 
ness papers we may find frequent ex- 
carbon copy advertising 


This seems to hold espe- 


amples of 
technique. 
cially true in the case of magazines of 
somewhat similar viewpoints, but ac- 
tually having only a few departments 
or services in common, as automotive, 
machine shop, machine designing, me- 
chanical engineering, etc. 

Here the temptation is to place an 
all-purpose ad in each of the publica- 
tions on the schedule, drawing upon 
some common meeting ground of in- 
terest. As an example, a machine tool 
item, bearing, or an electric motor, 

(Continued on page 80) 
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Ideas and comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films —Sales Helps 





Alemite U 


@ DRAMATIZING an incident 
which is familiar to every man who 
has listened to mother or wife be 
moan the fact that her cake made 
after a borrowed recipe didn’t turn 
out as good as Mrs. Jones’, the Alemite 
Division of Stewart-Warner Corpora- 
tion, Chicago, has produced a sound 
motion picture for dealer use titled 
ae Takes More Than a Recipe to 
Bake a Cake,” 


dealers that a plan must be followed 


which points out to 


faithfully if satisfactory results are 


to ensue. The film is designed to im- 
press upon Alemite dealers, and espe 
cially those not so successful, the ne- 
cessity of adhering to the Merchandis- 
ing Plan which Alemite gives to all of 
its dealers in order to realize the profit 
possibilities as represented. 

The script was based on a true-to- 
life story of an Alemite dealer who 
increased his profits by nearly 300 per 
cent in less than two years by follow 
ing the suggested plan. The theme is 
woven around a dealer who installed 
the Alemite system and upon failing 
to experience a larger volume of busi- 
ness as expected goes to confide with 
1 neighboring dealer The successful 
dealer is proud of what the Alemite 
system has contributed in increased 
sales to his business and unselfishly 
checks with the disgruntled dealer to 
find out why his experience has not 
been the same 

In the process of analyzing the situ 
ation, the successful dealer explains 
how his organization follows the sug 
gestions for merchandising Alemite 
service as supplied by the company, 
ind shows him his books to prove to 
him that it has worked profitably. 
Thus the less successful dealer sees 


that while he has the same equip 
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sing New Sound Film to 
elp Dealers Sell 


ment and materials to work with as 


his neighbor, he has not put them to 


The Alemite repre- 


use as directed. 








Three stills from the new Alemite sound 
movie “It Takes More Than a Recipe to 


Bake a Cake.” The top view shows an 
Alemite dealer who has disregarded the 
Merchandising Plan and whose business is 
in the doldrums visiting a successful dealer 
to compare notes, whereupon he is shown 
important points in the plan and figures 
which prove that the fault has been with 
himself and not with the merchandising plan 


sentative is then called in to explain 
the merchandising plan to the dealer’s 
entire and point out 
where they have failed to follow di- 
rections. Then when they function 
properly along lines suggested they 


organization 


begin to realize the profits as ex 
pected. 

Not until the end of the picture 
does the title of the film become sig- 
nificant. When the 
Alemite dealer’s wife has difficulty in 


incompetent 


baking an angel food cake because she 
didn’t follow directions closely, he re- 
alizes that it takes more than a recipe 
to bake a cake and more than a mer 
chandising plan to make the plan 
work. 

The script for the film was written 
by Fred R. Cross, Alemite retail sales 
manager, and is his third production 
in two years. It was first shown at 
the company’s annual convention early 
this year where it was received with 
great enthusiasm. It is now being 
shown to Alemite dealers and in deal 
er sales meetings in conjunction with 
a previous picture, “O.K. Mr. Alli 
son,” as part of the Alemite sales pro 
gram. 

The film was produced in Holly 
wood by Cinema Sales, Inc., with 
cast of seventeen, including several 
Mr. Cross su 


pervised and assisted in the direction 


+ 


“Lignasan Larry” to Promote 
Anti-Stain Chemical 


@ “Lignasan Larry” is the name ot 
new trade character to be featured | 
all business paper advertising and na 
tional and local lumber shows to pro 
mote Lignasan, an anti-stain chem 
cal for fresh cut lumber, manufac 


known screen players. 
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Eayinf: 


_ . . then is used as the standard reference for selecting the 
equipment to be bought. In the words of users, this issue: 








STIMULATES MODERNIZATION .. .“We are 
making a survey of our own plant which will in- 
dicate many replacements and additional machin- 
ery.’"—FRED BUCK, Pres., The Lufkin Rule Co., 
Saginaw, Mich. 


INITIATES REPLACEMENT .. .“I have found a 
lot to interest me in checking these statistics and 
am arranging to parallel them with a somewhat 
similar study of our entire machine-tool inventory. 
For a year or more we have been thinking along 
the lines of replacement of equipment which is 
either becoming obsolete from a modern design 
angle, or excessively costly from a maintenance 
angle.’—V. A. OLSEN, Works Manager, Cadil- 
lac Motor Car Co., Detroit, Mich. 


SUPPORTS PURCHASE REQUISITIONS . . 
“It will make splendid evidence should it be neces- 
sary to prove our point with our directors that 
about 77% of our equipment, according to your 
tabulation, is proving an expensive luxury to op- 
erate.”—J. L. LONERGAN, Morris Machine 
Works, Baldwinsville, N. Y. 


AMERICAN MACHINIST—330 West 42nd Street, New York, N. Y. 


SUGGESTS SOURCES OF SUPPLY... .‘‘Such 


reliable data, so completely and compactly com- 
piled, is of interest and benefit to both producer 
and seller . . . The manner in which this survey 
was conducted not only made the startling infor- 
mation authentic, but caused more serious think- 
ing on the part of executives than any other one 
attempt to bring the matter to the attention of 


the user.”—J. H. MURRIAN, President, W. J. 


Savage Company, Inc., Knoxville, Tenn. 


x *k * 


HESE unsolicited statements, extracted from 
yy hundreds of letters received after our 1935 
Inventory, shows the intensive usage of this Mod- 
ernization Number by metal-working executives. 
Advertisements in this issue are delivered to the 
buyers WITH the survey data which they use for 
Ask for our folder. The 
Modernization Number closes May 15, so act 


TODAY! 


planning purchases. 

















Sales Promotion . . 





tured by the Grasselli Chemical De- 
partment, E. I. DuPont de Nemours 
& Co., Inc. “Lignasan Larry” takes 
the role of a typical lumber yard fore- 
man without representing any actual 
living person. A_ regular Lignasan 
package makes up his body while ball 
ind socket joints permit change of 
position as desired. 

Walter Butcher, The Bayless-Kert 
Company, Cleveland, created the char- 


icter 
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House Organ Sells 

Used Machinery 

@ THERE can be no better proof of 
readership of a house organ than orders 
for goods which may be traced direct 
ly to it. At least Modern Collet and 
Machine Company, Ecorse, Mich., 


feels satisfied with the pulling power 


Modern ya Collet’s 


WHATCHAMA~COLLET 


MODERN PUSHERS BECOME BEST.KNOWN 
PRODUCTS OF THEIR TYPE IN USE TODAY 


ANOTHER OPPORTUNITY Unigue Gesign # 








Front and only page of self-mailing folder 
house organ of Modern Collet and Machine 
Company, Ecorse, Mich., which has been 
effective in selling rebuilt screw machines 
through short items like one shown in cen- 
ter column headed “Another Opportunity” 


of its ““Whatchama-Collet,” one-sheet, 
self-mailing house organ, which has 
repeatedly demonstrated its power to 
ell rebuilt machinery, running as 
much as $60,000 from one issue. 

It all started back in October, 1938, 
when the company was rebuilding two 
screw machines and decided to offer 
them for sale in the house organ. At 
that time buyers of rebuilt machines 
priced at approximately $3,000 each 


were not ibundant, but a couple ot 
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paragraphs in the sheet sold them al- 
most immediately. In January and 
June, 1939, issues other machines were 
offered with similar results. 

Toward the latter part of 1939, 
when deliveries on new machinery 
lengthened into many months, Modern 
Collet bought up a number of old ma- 
chines and put them through its regu- 
lar rebuilding process. Twenty-seven 
of these were listed in the November 
issue and seventeen were sold as a di- 
rect result, totalling almost $60,000 in 
sales. In addition to selling rebuilt 
machines, the house organ has devel- 
oped considerable business on standard 
items manufactured by the company. 
Considering the simplicity of the pub- 
lication, it ranks as a high production 
medium. Charles M. Gray and Asso- 
ciates, Detroit, is the agency handling 
the account. 
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Display Board Helps 
Sell Pillow Blocks 


@ WHEN Ahlberg Bearing Company 

; ; I ; 

brought out a new line of inexpensive 
; I 

pillow blocks in small shaft sizes last 

year it wanted to present them to a 

larger field than is normally interested 


in mounted bearings because of their 








"Lignasan Larry," new Grasselli Chemical 
trade character, wipes the perspiration from 
his face after a hard day's work promoting 
Lignasan, an antistain chemical for lumber 


adaptability. To do this the company 
had to look for distribution beyond 
the usual bearing distributing chan- 
nels, such as bearing specialists and in- 
dustrial supply houses who handle 
bearings. These outlets were found 
in the hardware field and smaller sup 
ply houses. Realizing that these out 





Figuring that one of the best ways to increase a prospect's interest in its Vari-Typer would 6 
to show actual work produced with it by other companies in similar fields, Ralph C. Coxheed 
Corporation devised this portfolio in which such material is inserted and sent along wit 
answers to inquiries. A book of available type faces is included to show the flexibility 

the machine. Short copy on the front of the pocket enumerates the major sales featur: 
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TYPICAL RESULTS FROM “TELL-ALL” 





Case History No. 1 
A small new company was entering a 
field dominated by four huge concerns. 
In one year, using "TELL ALL" adver- 


Case History No. 3 





Case History No. 2 
A medium-sized company proposed to 
start aggressively advertising a staple 
What happened? 


article. 
stood in the field before they began 


and then again after a year of 











Send for your copy of “TELL-ALL.”” eo. 
it will help you to prepare busi- 
ness paper advertising . . . © "P,P 


THAT WORKS! 












Wh \\\ ; next A.B.P. ad will TELL ALL in 
, a better way than this one. 


WE’RE LEARNING, TOO! In short, we know no magic for- 

| We believe that the “TELL ALL” mula for successful advertising, | 
principle will work as well in media but we believe in the principles | 
promotion as it will in selling that we have observed wherever | 
goods. This is the third of A.B.P.’s business paper advertising proved | 
series of advertisements devoted to to be successful. If we have failed | 
the “TELL ALL” subject, and we to tell all you want to know in this | 
think it’s a lot better than the first. advertisement, just ask us, and we'll | 
But we know that we will learn do our best to answer any ques- | 
how to use what we're talking tions. Your asking will help us make | 
about as we go along —that the our next advertisement tell more. | 
| ESS PAPERS | 
THE ASSOCIATED BUSIN 
Highest editorial PHONE: CALEDONIA 5-4755 ee ; 

standards and LOOK FOR THE TWO HALL- > of paid circulation 
publishing integrity 4 MARKS OF KNOWN VALUE ; 
——— 
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advertising. You guessed it... 
their position jumped from FIFTH place 


before the campaign to FIRST place 
at the end of the year! 


tising the newcomer climbed into 2nd 
lace in sales volume! In the first : P 
pe years, additional sales aggre- The actors: Two huge old-line companies 
gated over fifteen millions of dollars! selling the same products to con- 
sumers, decide to sell to industry. 
Same size selling and engineering 


staffs. Company A used 
copy in business papers 
B didn't use any business papers. 
They checked on where they Company A sold industry 

at a substantial profit; 


a substantial loss. 






ADVERTISING 


















"TELL ALL" 
Company 








Company B at 












peg ARE WE WAITING FoR WILLIAM? 
et's get our free copy of “TELL ALL" 


The Associ 
ated Business 
Room 2409 — 
369 Lexington Avenue 
New York City Phone: CAledonia 5-47 


7 long as there is no obligation, I’m 
- ling a postage stamp on the chance 
: getting a good idea or two from 

ELL ALL. Send my copy. 
Name 
Position 
Company 
Street 
City and State 
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Sales Promotion . 





lets do most of their business over the 
counter it was obvious that they 
should be provided with some point 
of sale display to help them sell the 
line. 

The company felt that the appear- 
ance of the new pillow blocks would 
be a big factor in selling them and 
therefore decided on a visual display 
which would be more permanent and 


effective than a loose unit on the coun- 





Counter display on which two pillow blocks 
are mounted has been helpful in lining up 
new dealers and then making sales for them 


ter. A strong poster style easel dis- 
play was designed on which two styles 
of the new bearings are fastened so 
that the customer may see the actual 
product. The display has not only 
been effective in moving stock for the 
dealer but also has been helpful in 
selling dealers handling tools, supplies, 
and similar lines who would not con- 
sider selling bearings before. The idea 
was developed by P. H. Staerk, man- 
iger of Ahlberg’s industrial division, 
ind the company’s agency, Commer- 
cial Advertising Agency, Inc., Chi- 


CARO, 

+ 
Austin-Western Using 
New Color Sound Movie 
@ ONE OF the pioneer users of mo- 
tion pictures in the sale of industrial 
Austin- Western Road 
Aurora, Ill., is 


now using a new Kodachrome sound 


equipment, The 


Machinery Company, 
| uo »” 
him teaturing its 9 power grader. 


Austin- Western was one of the first to 


use animated drawings to emphasize 
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working features of its equipment 
which were not perceptible in the reg- 
ular photographing. 

The new color film was prepared 
especially for the Road Show at Chi- 
cago and since has been shown at 
several conventions of state associa- 
tions of highway officials and contrac- 
tors. Austin-Western distributors are 
now using prints of the film to pro- 
mote individual business. 

The movie is on 16-mm. film, 1,250 
feet in length, and requires about 
thirty-five minutes for showing. The 
length of the film has not failed to 
hold attention, mainly because action 
changes so fast as to prevent monot- 
ony and also because it is shown in 
places where the audience is known to 
be specially interested in the subject. 
It has proved a powerful tool in clos- 
ing sales. 

With a background of successful 
experience in motion picture work, 
the film was made by the company’s 
own personnel under the direction of 
Howard F. Barrows, advertising man- 
ager. 

+ 
Conveyor Booklet 
Sells American Idea 
@ IN THE same vein as its now 
famous declaration of a year or so ago, 
“There’s More to Business Than Just 
Link-Belt 


cago, has devoted a number of pages 


Selling,” Company, Chi- 
in a colorful forty-eight-page booklet 
on its line of conveyors to selling the 
American idea and the contribution of 
machinery to a more abundant life. 

Primarily the book is a picture pres- 
entation of 156 applications of Link- 
Belt mechanical elevating and convey- 
ing equipment for handling both pack- 
ages and loose bulk materials, classi- 
fied by function. Done in red, blue, 
and black, the colors have been used 
in a manner which creates an at- 
mosphere of Americanism which sets 
the stage for the sentiment it capital- 
iZes. 

The first spread pictures a young 
family gazing over the country from 
the side of their automobile while the 
copy infers that this freedom and leis- 
ure is the result of a higher standard 
of living which has come with in- 
creased use of machines and machin- 
ery. “Yes, machines have made jobs 


and created wealth,” the text con- 
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cludes in pointing to such unusual de- 


velopments as automobile steering 
wheels from soy beans and airplane 
propellers from sour milk. 

Additional 


(Continued on Page 48) 


human interest is in- 





UIVABELE COVEYORS. 


The (merican Standard of Living is Weavared by the Purchasing Power ol! L( 
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A selection of pages from the new Link-Belt se 
conveyors showing how the company has injected the 
of American industry and what it means to workers 
prominent feature of the book, which is in ‘ine ¥ 
famous declaration "There's More to Business 






s book 








than 
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REACH AND SELL THESE MEN WHO 
LOOK FOR YOUR PRODUCTS 
WHEN THEY WANT TO BUY... 
THROUGH THE CATALOG 
THEY USE WHEN THEY BUY! 


Jo Reach them at Low Coat 


ci WG CATALOG 


330 WEST 42nd STREET, NEW YORK, N. 
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Readership Surveys 
for Catalogs 


@ WITH all the interest being manifested in 
readership surveys of business papers one won- 
ders why someone hasn’t suggested that similar 
studies be made of readership of catalogs. While 
these reference books have a different basic func- 
tion than business papers and are not read in the 
same manner, nevertheless their effectiveness is 
subject to many qualities which contribute to 
the success of business papers and should be 
measurable in these respects. 


In fact, the advertiser has more reason to be 
concerned about what his customers and pros- 
pects think of his catalog than what they think 
of the media which carry his advertising mes- 
sage. In the case of the business paper, reader- 
ship is closely watched by the editor, and the 
publisher; by the former as a guide for the menu 
he spreads before his guests, and by the latter as 
a key to the success of his business enterprise. 
Thus there is a double check, which if not di- 
rectly in the interest of specialized problems of 
each invidual advertiser is still of measurable 
value to them and a definite safety measure for 
their protection. 


On the other hand, however, the advertiser 
has no one but himself to protect his interests in 
his catalog. That’s why a readership or useful- 
ness survey of his catalog is really of greater im- 
portance to him than of the business papers he 
uses. True, some of this is offset by the use of 
prefiled catalog services, to the extent that his 
catalog has a better chance of being seen and 
referred to, but even that does not guarantee its 
readership or use in preference to others any 
more than just because a publication is received 
it is read, 


There is just as much choice in readership of 
catalogs due to their usefulness as there is of 
business papers. Although great improvement 
has been made in catalog technique in recent 
years, there still are many catalogs which re- 
main mere specification books and fall far short 
of providing the real buying information that 
a good catalog should. Only when a catalog is 
truly useful will it pay its greatest dividends. 
A survey to determine just where a catalog 
stands in competition with others in the same 
field will provide a wealth of suggestions well 
worth considering when a new issue is to be 
published. 
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Codperation in 
Readership Surveys 


@ SPEAKING of readership surveys, if some- 
thing is not done to centralize the effort before 
the move becomes too general, the danger may 
be that the guinea pig will be overworked and 
refuse to submit to the recurrence of tests. True 
it is that most everyone has enough ego to be 
flattered by a request for his opinion, but if it 
persists unduly then it becomes an annoyance. 
If this is a probability then now is the time that 
thought should be directed toward establishing 
such surveys on a foundation which will guar- 
antee their continuance. 

Thus it seems that the situation points to the 
advisability of centralizing readership research 
work intc a codperative effort supported by all 
advertisers (and publishers if they would like 
to participate along with their clients) who have 
a common interest in the publications under con- 
sideration. In this manner the research could be 
maintained as a continuing study which, after 
all, is the only practical way for it to be con- 
ducted, just as the Nielsen survey of retail sales 
in several lines of commodities has become a 
monthly report to its clients. 

Along these lines, one group of industrial ad- 
vertisers of similar interests is investigating the 
possibilities of having a continuing readership 
study conducted of the leading advertising media 
in its markets. Where the spirit of codperation 
prevails among competitive advertisers, that 
seems to be a sensible approach to the problem 
and suggests a move for others. 


Seeing Is Believing — 
That's Why Use Movies 
@ THE VISUAL SENSE is the most perceptive 


and likewise the one which gives greatest satis- 
faction. That is why people are not content to 
merely listen to a great band or orchestra over 
the radio, or a comedian, or a singer, but also 
pack broadcasting studios, theatres, and the 
movies to see these people perform in person. 
That also is the reason for the tremendous possi- 
bilities seen in television. The same underlying 
principle points to motion pictures and slide- 
films as masterpieces in the line of sales promo- 
tion. No industrial advertiser should overlook 
the power of these tools for registering the quali- 
ties of his product in the minds of his prospects. 
no matter how small his first step in this field 
might have to be. 
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W. D. MURPHY 








@ INDUsTRIAL MARKETING announces 
ts third annual competition for edi- 
torial awards for business paper with 
competition in five classifications. The 
competition was inaugurated two 
years ago for the purpose of providing 
ecognition for editors of business pa- 
pers who do outstanding work in 
creating interesting and helpful edi- 
torial material for their readers and 
ender constructive extra-service for 
the industries they represent. 





Two new classifications established 
ist year took into consideration cur- 
ent trends in editorial practice in 
business papers, i.e., pictorial reporting 
nd public and employe relations ac- 
vity. The five divisions under which 
vards will be made this year com- 
ise the following: 
1. For the best series of articles or 
litorials, or general editorial cam- 
ign around a definite objective. This 
1y be a series running over a period 
time or combined as related articles 
one issue. 
>. For the best single article or edi- 
ial pertinent to the advancement 
d welfare of the field served by the 
per. This may be a technical ar- 
le, or an article or editorial treat- 
a problem confronting the indus- 
and suggesting a solution. 


For the best pictorial reporting 


W. I. BROCKSON 
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DOUGLAS C. McMURTRIE 


ANNOUNCING THE 


job, either of a news nature or that 
of telling a story exclusively with pic- 
tures and captions. This classification 
is established to stimulate greater use 
in business papers of this technique 
popularized by picture magazines in 
the general field. 

4. For the best employes relations 
editorial program. This may be one 
or more articles or specific editorial 
program designed either as an indus- 
trial relations job for the industry 
served by the publication, or to en- 
courage and supply useful material 
and ideas for business paper readers 
to use in their own employes relations 
work. 

§. For the greatest improvement in 
typography, format and general ap- 
pearance with regard to functional 
design and appropriateness to the edi- 
torial services rendered. Recognition 
of refinments in publications of estab- 
lished quality appearance will be given 
in the honorable mentions. 

One important provision of the 
competition is that all entries must be 
accompanied by proof of results or 
reaction to the material submitted. 
The competition is open to all business 
papers published in the United States 
and all foreign countries. One first 
award and two awards of merit will 


Material 


be made in each division. 





BEN D. WALDIE 


ye men constitute the Jury of Awards for ‘Industrial Marketing's" third annual competition for editorial awards for business papers 


Third Aunud Editorial Awards 
for Business Papers 


entered must have appeared within the 
twelve months preceding Aug. 1, 
1940, closing date of the contest. 
Additional details of rules and regu- 
lations will be published later. 
INDUSTRIAL MARKETING 
particularly fortunate in having been 
able to obtain a group of men of out- 
standing experience and distinguished 
service in the industrial advertising 
and publishing fields to serve as a Jury 
of Awards for this year’s competition. 
The jury will comprise two advertis- 


again is 


ing managers, two agency executives, 
and an authority on design and layout 
in the graphic arts: Harry Neal Baum, 
manager advertising and _ publicity, 
Fairbanks, Morse & Co., and president, 
Engineering Advertisers Association; 
W. D. Murphy, advertising manager, 
Sloan Valve Company, and vice-presi- 
dent, National Industrial Advertisers 
Association; Ben D. Waldie, Behel and 
Waldie, Chicago agency; W. I. Brock- 
son, vice-president, Commercial Ad- 
vertising Agency, Inc.; and Douglas 
C. McMurtrie, director of typography, 
Ludlow Typograph Company. 
Announcement of the awards and 
presentations of the trophies will be 
made at the Detroit Conference of the 
National Industrial Advertisers Asso 
ciation, date of which is to be an- 


nounced later. 


HARRY NEAL BAUM 


























Wherever PLANES, ENGINES, 
INSTRUMENTS Are Made 


MACHINERY’S Annual Aircraft Number is the only 
compilation of its kind published in the interest of 
metal-working practices in the Aircraft and allied 
industries. The Third Aircraft Annual to be produced 
by MACHINERY, the July 1940 Number, will cover the 
very latest means and methods for manufacturing air- 
plane engines, wings, fuselages, instruments and 
accessories. All phases of mechanical practice and ma- 
terials application in this fastest growing of typically 
American industries will be thoroughly described 
and illustrated. 


Plan your machine tool, small tool, special machinery 
or materials advertising now for appearance in what 
will be one of the most timely, most interest compell- 
ing issues ever published by MACHINERY, which 
believes that ‘Editorial Excellence is the Backbone of 
Advertising Effectiveness’’. 





MACHINERY, 148 Lafayette St., New York City 





NEW DEVELOPMENTS, PROCESSES, PRACTICES IME? 
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ANNUAL Aércrafd NUMBER 
MDA CISDON ERY 


THE LEADING TECHNICAL MONTHLY 





JULY 1940 





MEET AL AMERICA’S FASTEST GROWING INDUSTRY 
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Sales Promotion. . 





CONTINUED FROM PaGE 40 


jected in the center spread headed 


“Progress,” showing a boy with a 
model airplane he has built and two 
youngsters lying on the floor reading 
a newspaper. “Just read the future 
of America in that boy of yours. 
Within his head is the wisdom of the 
ages. In his brief span he has been 
more places, he has seen more things 
and lived more years than the whole 
of mankind before him,” the copy 
“There is more to busi- 


All of us 


housing, 


reads. 
ness than just selling goods. 
want better living, better 
more luxuries of life, with steadier 
work, more certainty of a job, and se- 
curity for old age. These, too, are the 
progressive objectives of American In- 


Link-Belt Com- 


dustry with which 
pany has been identified since 1875.’ 

The final spread in the fascinating 
book gives a graphic picture of Amer- 
ican wages and their purchasing power 
as compared with those of other lead- 
ing countries of the world. The text 
ends with “People can and do buy 
more here than anywhere else in the 
world because, with machinery, Amer- 
ican Industry is multiplying the pur- 
chasing power of wages.” 

Original distribution of the book 
was made to key men in industry by 


the company’s representatives, follow- 





BANDLING OF 
LIQUID CHLORIN 





—< ~~. 
* 


pemasvivania sariy 
tearwes . . 


aeeee ** 


—— 








Pennsylvania Salt Mfg. Company, Philadel- 
phia, is distributing this 14x19'/g-inch hanger 
to users of liquid chlorine, giving sugges- 
tions for employe protection, what to do 
in case of leaks and accidents. The hanger 
has a cloth backing and metal finishing 
top and bottom. Printed in green and biack 
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This picture gives some idea of the size of the 120-page Sherwin-Williams paint and color 
Style Guide with pages 18'/2x16'/2 inches and weighing eight pounds. It was produced at 
a cost of nearly a quarter million dollars for compiling, plating, and printing 25,000 copies. 
Kodachrome made it possible to do the job so economically and reproduce the colors so 
faithfully, including swatches of materials suggested for draperies and floor coverings. 
The books are sent to dealers for use by painters, now a real selling asset to their business 


ing which it was publicized in “Link- 
Belt News” and in 
which affected 
Many schools and colleges have re- 


business papers, 
deeper penetration. 


quested quantities for students. 


+ 
S-W Issues Mammoth 
Decorator's Guide 
@® ONE of the biggest pieces ot sales 


promotion material ever produced 
has been issued by Sherwin-Williams 
Company, Cleveland, as a paint and 
color style guide for painters and 
decorators. With 120 pages, 18!'2x 


16'2 inches, mechanical bound in 
heavy boards covered with simulated 
leather and having brass protecting 
weighs eight 


corners, the volume 


pounds. The books are supplied to 
S-W dealers for use by painters who 
have become a real selling asset to 
their business. 

Each page gives an actual color pic- 
ture of a room or exterior faithfully 
reproduced through the use of Koda- 
chrome photographs. Along with the 
interior views is shown enlarged color 
swatches of rug, upholstery and other 
fabrics so that the entire scheme may 
be followed by matching, 

Nearly $250,000 went into compil- 
ing, plating and printing the 25,000 
copies of the book and preliminary re- 


ports indicate that the expenditure was 


worth while, according to C. E. Lem- 
Sherwin-Williams 
director. The book was designed and 
compiled by Ray Hookway, head of 
Sherwin-Williams Decorative Studio. 
T. J. Maloney, Inc., New York, is the 


company’s agency. 


perly, advertising 





A. W. Cash Company, Decatur, Ill., has 
gained much attention for its Streamlined 
reducing valve with this clear plastic mode 
which permits a better understanding of its 
operation. It will be exhibited at shows and 
photos of it are distributed by salesmen 
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To repeat, for emphasis: TEXTILE WORLD, 
now enjoying the largest net paid cir- 
culation in its entire history (11,495), 
is in the best position that it has ever 


been to help you 


CULTIVATE THE IMPORTANT 
TEXTILE MARKET 


r VHE TEXTILE INDUSTRY, which covers the spinning. weaving, knitting, dyeing, bleaching and finishing of 


yarns and fabrics (but not the goods into which those fabrics are cut and made up) has, according 


to the 1937 Census: — 


4,049,000 installed horsepower; and 
551,400 electric motors, located in 
5,784 establishments, where it employs 
1,231,471 men and women, to whom it pays 
$1,531,402,305 in salaries and wages. 
Each year this tremendous indus- 
try pays an average of — 
$2,052,105,000 for materials, supplies and con- 
tainers, plus 


$46,517,000 for fuel; and 


$54,481,000 for purchased electric energy. 


$1,851,611,000 


With these materials, this physi- 
cal plant, this power equipment 
and this enormous manpower 
(more than that of any other 
manufacturing industry) it adds 


each year, more than 


of value in the rendering of pro- 
duction services and in the pro- 
duction of yarn, fabrics and knit 


goods valued at more than 


FOUR BILLION DOLLARS 





Certainly this is a market that you, and 
every manufacturer of products which 
can be used by this important industry, 
will wish to cultivate. A note will bring 
a Textite Wortp representative who 
will be glad to discuss details with you. 


Thousand 


Textile World 
® i> 0 


READERS \S 





11.5 
11.0 


1930 "31 ‘32 '33 ‘34 °35 ‘36 °37 ‘38 ‘39 °40 












330 West 42nd Street New York, N. Y. 
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6. Kk. 


AS 


Current Copy 


The parade looks unusually inter- 
esting this month. Good, bad and in- 
different as usual—but with more em- 
phasis on the good. And because of 
that, we'd like to start on the upbeat 

-with a winner. 
Plymouth ( ordag 
with the stopper, ““Why Our Labora 
tory Saw RED.” We like the way the 


copy opens, “We believe this story 


It’s a page of the 


Company tagged 


may save you some money on rope.” 
We like the way it closes, “So, if you 
want to save hard cash by having 
your rope last longer—gi\ e it a chance 
to breathe. Don’t store it when it is 
wert, and Ww hen you do store it, coil 
it loosely where there is a free circu- 
lation of air.” And in between this 
hne opening and equally good close is 
some great copy covering an actual 
case study of a hawser made in Plym- 
outh’s Laboratory. Rope is a pretty 
prosaic advertising subject, 
therefore all the more credit to 
\. R. Griswold, account execu- 
tive, and Ted Pittenger, his assis- 
tant, Fuller & Smith & Ross, 
Inc., New York, for good going. 

This “Foto Facts” series of the Pio- 
necring Engineering Works uses case 
studies in a way that gives them great 
We uncovered No. 7 of the 


series about a road job handled by the 


weight. 


Bird Construction Company of Win- 


nipeg. Statement to that effect is 


made briefly at the top of the page 
along with a tabulation of their con- 
tract specifications. There follows a 
good-sized picture “on the job” and 
the main text which tells the whole 
story. A Pioneer No. 71 Stabilizer 
Plant handled the job—and handled it 
finishes off with 
testimonial letter 


All in all, this 


well—for the copy 
1 very handsome 


trom Bird's president. 
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Current Copy... 


More “Selling” in Telling . . . Headliners 
..» Holding their Own Handsomely ... A Few Boos 








is a sound, substantial piece of adver- 


tising. 
Monarch Machine Tool Company 
has a piece of copy headed, “The 


Shock of Peace,” that bothers us. We 
don’t doubt for a minute that Mon- 
arch’s intentions aren’t constructive, 
but we wonder how much the fol- 
lowing means, “The dislocations of in- 
dustry that usually follow the dec- 
laration of peace are now being con- 
sidered by far-sighted 
They are convinced that the use of 


executives. 


more advanced equipment will permit 
them to produce consumption goods 
at new low costs. They are deter- 
mined that millions will use and enjoy 
goods which hitherto have been out 
of their reach—resulting in more 
rather than less employment.” All 
we can say is that those far-sighted 
executives must be very, very far- 
sighted indeed, to be thinking of dec- 
larations of peace. Seems to us some- 


one connected with Monarch couldn’t 


resist the opportunity to editorialize. 
*Tain’t advertising, McGee. 

Pittsburgh Piping & Equipment 
Company has a homely slant in its 
page, “Ask Your Neighbor about 
Pittsburgh Piping.” About a quarter 
of its space is devoted to a list of 
ninety-seven cities and the angle is 
that Pittsburgh Piping will send any- 
one interested a list of users in any of 
these cities. Interested party can then 
ask his neighbors just how good this 
Pittsburgh outfit is. That makes sense 
to us. 

We've seen many good Veeder-Root 
ads, but one which hits us just right 
is its “Make Their Work Count for 
More.” That headline tapers off with 
“|. . Veeder-Root Counters on their 
machines.” The copy is built around 
the healthy appeal of utilizing Veeder- 
Root work-records for offering new 
incentives to turn out better work 
and more of it. This is both good 
product copy and good employe re- 
lations copy. 

That intelligent Scott 
Paper Company has a colorful spread 
telling of improvement of its prod- 
uct. A great illustration, its trade 
character, “Mr. Thirsty Fibre,” with 
his dukes up, tying in with the head- 
line, “Mr. Thirtsy Fibre Has Gotten 
Tough.” Subhead carries 
“Revolutionary Soft-Tuff Scot Tissue 
Towel Sets New Standard for Soft- 
ness, Yet Is 400% 
Ten paragraphs of “Tell All” copy 
plus two “closeups” and short copy 
covering the “Rub Test” plus thre« 
little pictures and paragraphs register 
ing “No Lint”—“No Tear”—‘No 
Waste.” Certainly, William 
Adams, J. Walter Thompson 
Company, New York, deserves 
mention here and now for this 


advertiser, 


on with 


Stronger in Use.” 


INDUSTRIAL MARKETING, April, 1940 




















HAS GOTTEN TOUGH 


arvowwTionary Soft Tif Scot Tissue Towet 
SETS NEW STANDARD FOR SOFTNESS 
Yer tS 400% STRONGER IN USE 





really comprehensive copy job. 
“Cone with a Destiny,” which is 
a type-arty page of 


Cor poration, 


the headline of 
the American Viscose 
impresses us as an example of an ad- 
vertiser who takes himself just a lit- 
tle bit too seriously. It approaches 
the note set by some of that new Pall 
Mall advertising—copy like that irri- 
tating last line, “Yourself, try Pall 
Mall critically.” 


to get across prestige and tested stand- 


Maybe Viscose has 


rds, but this seems a slightly super- 
ficial way to do it. 
good 


American Pulley ties up a 


product story and a good case study 
Yarn 


Good work- 


with the headline, ‘“Here’s a 

with a Happy Ending.” 

manlike handling. 
Nothing will ever take the place of 


contrasting illustrations and _ their 


You 
ifter” examples. 


know, like “before and 
That 


the effectiveness of a color spread we 


story. 


accounts for 


clipped which carried the signature of 
the Calco Division of the American 
Cyanamid Company. It’s about the 
Calcoloid Pigment Dyeing Method,” 
new improved package dyeing tech- 
nique which brings about a level, even 
hade. It offers the textile field many 
ther advantages, too, and the whole 
tory is well illustrated and covered in 
his factual spread. 
“Tell All” 


can do for people in the supply and 


One of the jobs copy 
irehouse business is to let their trade 
now what they have on their shelves. 

Chat’s why a recent spread of the 
raybar Electric Company should be 


entioned here. Its headline, ‘A ‘one- 


ll’ Supply Source for Every New 
That’s Worthwhile.” 


dy of the spread is made up of 


ectrical Item 
hteen little ads covering a lot of 
ngs electrical from bus equipment 
wire and cable. 

Che MacMillan Petroleum Corpora- 
m uses Mr. “Believe It or Not” Rip- 
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ley to liven up its story—and he does 
job, Ripley cartoon 
covers an angle of general interest, 
and then the MacMillan story, “Ac- , 

tual Highway Tests Prove That ial a 
RING-FREE will add 3 to 18 More ee SR. eS ite) Fl 
Horsepower!” The “Believe It or ro - === , 
Not” slogan also tags three good tes- 
This page has 


a great too. 





“ 
MACMILLAN PeteOieue COarorario 


timonials in the copy. 
a real lift to it. 

So we’re going through Factory for 
February and on page 182 
stopped by Mrs. Harry Pavlac’s words, 
“I HATE the Place Where Harry 


Works” (we’ve mentioned this ad be- 


we're 


“tke the piece 1 work fer. +s 
‘ they think of my comfort, toe 


fore). It seems Harry came home one 
day with a smashed foot—an accident 
which could have been avoided if his 
employers had made it easy for him 
to obtain Hy-Test Safety Shoes. But 
we think the makeup man on Factory 
likes a little fun now and then, be- 
cause right across the way from Mrs. 
Harry, on page 183 the smiling face 
of a workman looks up at us and says, 
“I like the place I work for .. . they 
This is a 


illustrated 


think of my comfort, too.” 
Co., 


with a row of those lovely modern 


page for the Crane 


that so delighted Grandma 
“The Wrath.” 


Harry’s boss did business 


“Johns” 
Joad in Grapes of 
Maybe if 


with Crane, Harry would have been 


Wt Happened One Wight t# Finer 


off his feet more and . . . oh! there are cpminatoa- 
a lot of angles to this employe rela- 
tions stuff. 

Which that 
sent us a tearsheet of a quarter page 
ad of the Victoria Paper Mills Com- 
pany about Victoria Toilet Tissues. 
Says the heading, “FINEST . . . for 
Blue-pencils our un- 
“What are the 


reminds us someone 


| 
' 
' 
} 
' 
' 
| 
' 
} 
J 
' 
' 
| 
| 
' 


MAKE THEIR WORK 
COUNT FOR MORE 


—_—-------- 5 


Every Purpose.” 
known benefactor, 
others?” 

Ozalid Corporation tells its story 
effectively with “corn cure” copy in 
a column labelled, “Take the Drudge 


Out of Drafting.” That good head- 


VER PT Pes 


line and strong copy should bring 


many coupons back to Ozalid asking 
- g o : . HOW TO MAKE A 
for the free booklet it offers. RETAIL SALESMAN = | 
cont to push Your (raads 

Did you happen to run across that Retereiond comet 
fascinating page The Electric Storage 
Battery Company 
headed, ae 


It *s addressed 


which was 
Busi- 


to central sta- 


ran, 
Picture of Your 
ness’’? 
tions and has the cleverest illustration 
of the peaks and valleys in a daily 
(and their reasons) that 


power load 


we've ever seen. Only criticism is 
copy is set so small it’s hard on the 
eyes. We'd like to see Exide run this 
again—as a spread. 

Maybe that “Waste Is No Secret 


Here” series of Tide Water Oil Com- 











| MAN 





strips 225 cotton cards 
4 times daily with our 
VACUUM CARD STRIPPER 
USED IN OVER 500 MILLS ON ALL FIBRES 


Cleaner Carding at Lower Cost 


ABINGTON TEXTILE MCHY. WKS., ABINGTON, MASS 
ard Steppe ‘ Dye 5 5 ter Weevers Knotte 


FICE 


ata TON MA HAR TTE 


pany inserts is smart stuff, but we're 
1 pair ot simple souls who can’t see it 
We know advertising men have to talk 
down to Joe Public, the man-in-the- 
reet, but we didn’t think that was 


necessary for engineers and plant 
managers and the like. The reverse 
sides of these inserts are fine and 
factual, but the front pages with big 
photographs of beer slopping a glass, 
or loose dough sticking to the insides 
of a waffle iron is stuff for fourteen- 
Tidewater— 


vear olds. Come, come, 


vou used to get stars around here! 


If we hadn’t been giving so much 


mention to DuPont in these pages 
month after month, it would win a 
lot more lines than these for its clever, 
musing and effective page on “Pyra- 
heel” which starts, ““ ‘Fancy ME, help- 
ing that guy propose!’”’ The speaker 
of those lines is a cute, canny Scotch 
terrier, and he speaks his piece right 
on through the ad which is made up 
continuity 


ot tour dog’s eve-View 


strip illustrations. His mistress pauses 
at shoe store window, practically gasp- 
ing at the beautiful shoes. “Darling” 


is her word for them. “Delicious” is 


friend Scotty's, eveing the luscious 
heels. Build this up through a boy 
friend clerk—'‘Pyraheels”—and poor 


Scotty almost breaking his teeth tryv- 
ing to make a dent on them, and vou 
have the whole diverting story. Nice 
selling, Scotty! 

We congratulate Richard 
Thorndike, Richard Thorndike, 
Advertising, Provi- 

having the good 

simplicity to tell 

Textile Machinery 
story in this fashion: 


Precision 
dence, for 


sense and 
lhbington 
W orks’ 
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‘1 MAN strips 225 cotton cards 3 
with our Vacuum Card 


brush 


stripping—cleaner sliver with less fly 


times daily 
Stripper — 60° saving over 
—card production increased; no stops. 
Used in Over 500 Mills on All Fibres. 
Request Bulletin: ‘Cleaner Carding at 
Lower Cost.’” This copy which ran 
in a quarter page proves conclusively 
that you don’t need a thousand words 
or double page spreads to use the “Tell 
All” technique. 

“It Happened One Night to Elmer” 
is the stopper on a page signed by 
Luminator Inc., lighting specialists for 
motor buses other things. 
Nicely handled tale of how Luminator 


lighting permits passengers to read or 


among 


sleep as_ they prefer—and no light 
glare to bother brother driver. Elmer 
looks like he’s having a time for him- 
self sitting there in the front seat with 


a book 


though we sneak a suspicion that he 


resting on his tummy. AIl- 


isn’t going to be reading long—for 
seated next to him—m’mm! 

We got no further than the inside 
front cover of a recent issue of En- 
Ne iu s-Re ( ord for 


Products Association had a 


ginecring Armco 
Draina g 
“Stop” light hung on its color page, 


“It Stopped the LEAKAGI 


Lake!”’ Copy concerns itself with the 


from a 


maintenance problem of a road by a 
city reservoir. Problem was licked by 
Nice 


clean blueprint diagram shows how 


Armco perforated pipe drains. 


this type pipe functions. We'd say this 
whole business was wrapped up the 
way an engineer would like it. 

Can’t say we think too much of 
Nicholson File’s current stuff. 


like, “Fashioned for a Star and Fin- 


Pa ges 


ished with a File” and, “Pride of Pos- 
session” leave us cold. The former is 


a tieup with a motion picture—it 
seems that Nicholson files were used 
armor 


in fashioning the aluminum 


worn in the “Tower of London.” 
Point of the copy is that Nicholson 
has files for everything from the most 
delicate jobs to heavy, tough indus- 
trial stuff. So what? The other page 
is made up of a Webster-ish cartoon 
about tool-borrowing and the moral 
to the whole business is, “Show me a 
workman who’s a fuss-budget about 
his tools, and I'll show you a workman 
who is worth his weight in gold.” 
Them’s the sentiments of “‘the veteran 
Foreman.” fuss- 


Shop Obviously, 


budgets file with Nicholson’s (now 
ain’t that cute?) and Nicholson guar- 
antees ““Twelve perfect files in every 
files are hard 


dozen.”” Yes, we knou 









to advertise. But so are a lot of other 
industrial items. Come on, Nicholson 
—how about some copy as good as 
your product? 

Scott & Williams produce som: ex- 


cellent merchandising copy in their 


page called, “KNITTING CIRCU- 
LAR.” This ad talks, “ ‘Volume’ on 


Fifth Avenue” and is built from actual 
shoppers’ reports of types and prices 
of hosiery moving on this main retail 
artery. Illustrations show the “best 
numbers” and copy closes with, “All 
of the hosiery shown on this page— 
and variations of them—can be made 
on Scott & Williams machines.” 
We doff our Easter bonnets to 
Spencer W. Curtiss, agency head, 
the man responsible for The Cum- 
mins Engine Company spread: 
“Here’s the Big News You’ve Been 
for—Cummins Dependable 
Diesels Warranted 100,000 Miles or 
One Year.” Seldom are words strong- 


er than positive action—and in this 


Waiting 


case mere statement of such action 
makes a mighty impressive advertise- 
ment. This is a “First” for Cummins, 
and copy drives across five other 
“Firsts” that Cummins has hung up. 

General Electric has a lot of adver- 
tising to do. In recent months, as this 
department has well testified, G-E has 
done some outstanding work. Hence, 
when it slips (as the best of us do once 
in awhile) its poor stuff should also 
be spotlighted. A recent page on Del- 
tabeston wire and cable causes us to 
make these preliminary remarks. ““Mu- 
cius Scaevola Had the Answer” is its 
headline. With that warning, get a 
load of this, “When 
tured Mucius Scaevola he threatened 
him with torture by fire if he didn’t 
betray his fellow conspirators. Mucius’ 


Porsenna cap- 


answer was to stick his right hand in 
a burning brazier and leave it there. 
(Paragraph) When a power plant en 


(Continued on page $8) 
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RST in the Residential 


\ir Conditioning Market... . 


Measured by the yardstick of advertising volume, AMERICAN 
ARTISAN is the leading business paper in the residential air condi- 
tioning field, and by a wide margin. 


Manufacturers of almost every product required in this small build- 
ing market use AMERICAN ARTISAN—not a few concentrating their 
entire efforts in this one publication. 


They find AMERICAN ARTISAN an effective, low-cost method of 
contacting the worth-while warm air heating and sheet metal dealer- 
contractors throughout the country—KEY men responsible for the big 
percentage of residential installations, both air conditioning, straight 
heating and sheet metal jobs. 


If you make any product which these dealer-contractors can suc- 
cessfully handle, AMERICAN ARTISAN will prove the most responsive 
Paper you can choose. 


Month-after-month advertising in AMERICAN ARTISAN does two 
things: first, it helps you build a business-producing dealer organiza- 
tion; second, it helps keep these dealers active in your behalf. 


Ask Air Conditioning Headquarters for sample copy, and latest 
ABC report—then judge for yourself. Trends indicate that 1940 may be 
@ record-breaker in residential air conditioning and heating sales— 
you should start advertising NOW! 


6 N. MICHIGAN AVE. CHICAGO 








There is still a tremendous market, 
both new and replacement, for resi- 
dential (straight gravity) warm air 
heating. It is the same warm air 
heating and sheet metal contractor 
who does this business. 








Also FIRST in Sheet Metal 


These contractors are the ones who 
fabricate the ducts and housings, who 
do the sheet metal work required on 
all types of buildings, and who buy 
not only the necessary materials but 
tools and machinery for fabricating 
and installing them. 





N | Ain Conditioning Headquarters 
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[CONTINUED FROM Pace §4] 

gineer has a hot corner, a damp room 
or an oily place for a cable installa- 
tion, his answer should be—Deltabes- 
ton.”” It looks to us like some hard- 
working G-E copywriter had to help 
his youngster with his Latin home- 
work one night and got some bad 
ideas. If poor old Mucius had worn 
Deltabeston gloves, it might have been 
a difterent story. 

It was pretty hard to turn the pages 
of any major business paper this past 
month and miss that U. S. Rubber 
Company tout page insert announcing 
its new “Laytex” small diameter wir- 
ing insulation. We have little to com 
ment upon the copy, apparently the 
announcement is of such importance 
that it rides on its own momentum. 
The insert itself was very effectively 
handled — starting with an _ almost 
blank first page in solid black with 
just six lines of copy in reverse in its 
lower right corner—“When you turn 
this page you will discover a new mar- 
ket and a new sales opportunity that 
should bring you the greatest profits 
in your merchandising history.” (This 
particular insert was directed to elec- 
trical contractors.) Center spread in 
two colors and dramatically illustrated 
with a photographic background of 
New York at night 


copy Back page devoted to “reason- 


Announcement 


why” for this promise of new profits 
to the contracting trade. Well done, 
a. a3 


Put a Little More “Selling” 
in Your Telling 


In the general business magazines 
und merchandising papers we often 


find copy that has a stronger sales 
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sock than most of the ads in the reg- 
ular run of business papers. Much of 
this has to be, of course, for messages 
are addressed to dealers and distrib- 
utors. Yet this isn’t true of all of 
them. And the best of them make 
useful reading. 

For instance, Bissell Carpet Sweep- 
er’s half page aimed at dealers and 
built around the leading character of 
its consumer advertising, “the world’s 
champion crumb dropper.” If it 
proves nothing else it proves you don’t 
have to be heavy-handed to sell. 

Socony-Vacuum has a dramatic four 
color page in, “Slide . . . Slide 
Slide! That’s What Happens Inside an 
Oil Film.” It simply and colorfully 
illustrates what an oil film is and what 
function it performs. A good con- 
trasting ad from the same company is 
a little sixth-page, “4 Important Sav- 
ings Right in Your Plant.” Together 
they supply reason enough for us 
to compliment - 
for his adept handling of a not- 
too-easy copy problem. {Sorry, 
boy s, but Socony won't let us tell you 


who did this noteworthy job. Tough 
for him, poor fellow, so let’s salute 
him like we do the Unknown Soldier 
—he did his part! | 

Willys-Overland sent out a stopper 
seeking new dealers. And it should 
stop °em! For in space that measures 
about three by five inches it an- 
nounces, “100,000 MILE GUARAN- 
TEE” and behind that heading uses 
just about seventy words of tele- 
graphic copy to tell a powerfully dif- 
ferent automobile story. 

In the same field we found an un- 
usually good piece of copy on G-E 
Sealed Beam Lamps. Visualize a head- 
line, “Did You Know That Headlamps 
‘Breathe’?”—then two outline sketches 
of pre-1940 headlamps with arrows 
and copy indicating this breathing 
process. Then a subhead, “So Here’s 
What Happens to the Reflector and 
Lens” with two halftones below it il- 
lustrating the dirt and _ corrosion 
created in old type headlamps after 
three years of service. And, finally, 
the clincher, “All-Glass G-E Sealed 
Beam Mazda Lamps Can’t ‘Breathe’!”’ 

We like the way the Armstrong 
Cork Company sells its modern lino- 
leum floors to retailers with color 
pages like, “This salesman is costing 
you money. ... Why Don’t You Put 
Him to Work?” And we like U. S. 
Steel’s approach, “How to Make Sales- 
men Want to Push Your Goods.” And, 


while we're at it, we'll mention (al- 


though we don’t give much credit for 
originality) Phoenix Mutual Life In- 
surance Company’s outstanding in- 
quiry pulling copy, ‘““How I Retired on 
a Life Income of $150 a Month.” This 
is copy worth studying carefully. 
Other interesting copy noted in 
Air Transport Association’s 





passing 

“3 appointments in 3 cities in 1 day.” 
Northwestern Mutual’s “How Would 
You Solve Johnson’s Problem?” Wal- 
ter Kidde’s “Strange Facts About 
Fire!” And Chrysler’s great story to 
dealers (“Tell All,” and how!), “Are 
You Making Money Selling Cars?” 


Holding Their Own 
.. » Handsomely! 


It is interesting to see how certain 
advertisers whom we have mentioned 
from time to time in this column go 
along maintaining a high degree of ex- 
cellence in their copy. You are fa- 
miliar with most of these people. 

International Nickel, for instance, 
who manages to combine technical ac- 
curacy with a proportion of good ad- 
vertising sense. Recent page “The 
STEEL Snapped—the Nickel-to-Steel 
BOND Held Fast” is as good a proot 
as anything of this fact. 

Take Torrington Latch Needk 
Company, always sound, sometimes 
combining sex with sense, but always 
sticking to its knitting. As evidence 
witness a recent insert, ““Camera’s Eye 
Reveals Secret of Torrington’s Rus/ 
Free Needle Packaging Methods.” 

Tribute to Taylor Instrument Com- 
pany for steering away from the se- 
verely technical in its copy. We don’t 
say this page, “Tear Up a $100 Bill 
Every Monday!”’ is the best instrument 
copy we ever saw—but it has a sales 
approach and is supported by a factual 
case study. 

And speaking of case studies, who 
packs more solid gold into copy than 
Republic Flow Meters Company? Re- 
cent spread from Power had no less 
than twenty-one fine savings stories 
all potent and meaningful. And how 
can you beat headlines like, “How a 
Small Investment TURNED LOSSES 
INTO PROFITS in These 17 Typical 
Industrial Plants”? 

Or Owens-Illinois who has made 
such fine use of the lightness of the 
continuity strip to sell “Dust Stop” 
filters. Current page, “File this un- 
der “. . . New Installation . . . Au 
Conditioning’” keeps _ gathering 
ground in the same groove. 

Consider Caterpillar Tractor whose 
colorful poster style is immediately 


INDUSTRIAL MARKETING, April, 1940 




















Long Live BEARINGS! 


Mow Much Meet? 
Three weys to help: consider 
the effect on your oils of LOAD, 
of HEAT, of CONTAMINANTS 





Three Stages in the Formation 
of the Oil Wedge 
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SHELL Industrial Lubricants 





recognizable—whose headlines are al- 
ways meaty—whose copy never ban- 
dies words. “Power in Overalls” is a 
spread in this category. 

American Cyanamid’s “Life on the 
Chemical Newsfront” goes right on 
using good pictures in newsworthy 
fashion to plug its prestige and prod- 
ucts. Spread we spotted has eight eye- 
catching pictures with fascinating lit- 
tle business stories of everything from 
“Changing cloth into artificial leath- 
er” to “Seagoing Lights.” 

Boo-oF-THE-MONTH—F irst, we 
thought Clark Bros. Bolt Company 
deserved it for its little gem, “Bolts, 
Nuts, Rivets, Screws By Clark” (and 
whoever set the type so nobody could 
even read that). Then we figured R. 
D. Cole had earned it with “We Tank 
You.” But Industrial 
Brownhoist and Monroe Calculating 


Machine hit us over the head with the 


when both 


same jewel of headline writing, we 
knew this month’s booful boo was all 
theirs to share. The little gem? Oh, 
“Don’t Send a Boy to do a man’s 
work.” 
Boost-oF-THE-MoNtTH — To—— 
— ~—————- for a smooth 
piece of ad writing for Shell In- 
dustrial Lubricants. Take a head- 
line with a lilt to it, “Long Live Bear- 
ings!” Add editorial type layout. Use 
pertinent, informative “Tell All” copy 
but write it so it rolls along just as 
nicely as if it too were lubricated by 
Shell. 
triendly. We think it’s great! |Sorry 


Easy, moderate, factual and 
igain, fellows, but it seems that these 
oil companies just won’t codperate in 


1 . . 
1lonoring the boys who are contrib- 


uting so much to the success of their 

advertising. Guess they just 

heard about that employe relations 

bug that’s been buzzing around lately. 

Anyway, a salute to you, also, Mr. 

Unknown Shell Oil Copywriter! | 
THe Copy CHASERS. 


never 


Retain Ketchum, MacLeod 


Ketchum, MacLeod & Grove, Inc., Pitts 
burgh, has been appointed by the National 
Radiator Company, Johnstown, Pa., to 
handle its advertising. Heating and air 
conditioning publications will be used. E. 
L. Redden is advertising and sales promo 
tion manager of the company 


WW 


Bell Aircraft Advertises 


In an international campaign to pro- 
mote its new military aircraft known as 
the Airacobra, the Bell Aircraft Corpora- 
tion, Buffalo, is placing copy in Aero 
Digest, Aviation and Western Flying, as 
well as in two British, two French and one 


South American publication. Addison 
Vars, Inc., Buffalo, has charge of the 
account. 


Jolley Advanced 


The Ross Federal Research Corporation, 
New York, has advanced B. E. Jolley to 
director of research, planning and produc- 
tion. John Holzapfel succeeds to the posi 
tion of research production manager which 
Mr. Jolley formerly held 


CIRCULATION 


All circulation figures of 
Importers Guide have, 
since 1933, been audited 
twice a year by the Con- 
trolled Circulation Audit 
Bureau. Copies of these 
semi-annual reports, and 
of our N.1.4.A. Sworn Cir- 
culation Statements are 
available upon request. 



















INTENSIFIED 
MARKETING 
COOPERATION 


under your control 
to help you build pri- 
mary and secondary dis- 
tribution abroad, bring 
to your attention over- 
seas merchants who are 





real prospects and act as 
a constant source of sales 
contacts. Credit report- 
ing, translation and 
many other specialized 
services are available to 
advertisers. 





*15% 


HERE IS A BREAKDOWN OF 
IMPORTERS GUIDE READERS 


72% 
49% 


are retailers 
are wholesalers and distrib- 
utors 


are manufacturers 
sentatives 


repre- 


* (this percentage includes merchants with 
special commission departments) 
25° handle Machinery Products 

38° handle Automotive Goods 

31° handle Electrical Merchan- 
dise 

35% handle Hardware Equipment 


These overlapping percentages 
represent powerful coverage for 
Export Advertisers in 1856 busi- 
ness communities in 114 countries 
throughout the world. 

Send for the booklet, “The Bulk of the 


Purchasing Power”, for full details. 
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America’s Foremost Export Trade Journal 


IMPORTERS GUIDE 


MACHINERY » AUTOMOTIVE + ELECTRICAL + HARDWARE INDUSTRIES 
440 FOURTH AVENUE * NEW YORK 


Charter CCA Member 


LARGEST CIRCULATION PER ISSUE 
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|TRON AGE gi hee Piel 


{Dollars 70% Warde 
; 


Ow big a slice of the metal working industry market 
H do you want? The business is there to the tune of 
eight billion dollars in a normal year—considerably more right 
now. Individual orders are big. The industry’s key men are 
alert for new products, new sources of supply, and new ideas— 


and about 80,000 of them read The Iron Age regularly. It’s 


their own “first”? in business papers. 


And because it’s first with the big-buying-power readers, The 
Iron Age is also first with leading industrial advertisers. They 
know that when big orders are brewing or when new supply 
sources are being sought The Iron Age gets there first. They 
know that it places their message where it will do the most 
good — before the men who specify and buy. Like The Iron Age, 


Iron Age advertising also gets there first. 


THE IRON AGE, 239 WEST 39th STREET, NEW YORK CITY 
A Chilton © Publication 

















Prove Aduertising Pays 


Twenty-one industrial advertisers at Philadelphia Proof 
Clinic’ show successful application of advertising 


@ A SIGNIFICANT milestone in 
industrial advertising was attained at 
Philadelphia, March 7, when the East- 
ern Industrial Advertisers held a 
“Proof Clinic” at 


case histories of results from advertis- 


which twenty-one 


ing were presented in both visual and 
The 


collecting factual evi- 


verbal form. monumental un- 
dertaking ot 


dence was done in thorough fashion 


by an E. I. A. 
the 


committee. Several of 


companies whose success stories 


were revealed are located outside of 
the Philadelphia area. 

Be: ae ee 
National 


ciation, intended to single out a few 


which is a chapter of the 


Industrial Advertisers Asso- 
presentations for awards of merit. All 


twenty-one how ever, 


presentations, 
were so convincing that each company 
was awarded a certificate of merit. 
Advertisers receiving certificates were 
Brown Instrument Company, John A. 


Philadel- 


phia Quartz Company, Henry Disston 


Roebling’s Sons Company, 


& Sons Company, Scott Paper Com- 
pany, Portland Cement Association, E. 
F. Houghton & Co., Grasselli Chem- 
icals Department of E. I. duPont de 
Nemours & Co., Yarnall-Waring 


Company, Hercules Powder Company, 





Star Equipment Company, Leeds & | 
Northrup Company, Electric Storage | 
Battery Company, Oakite Products, | 
Inc., Apex Rotarex Corporation, Re- 
public Steel Company, Phillip’s Screw 
Company, W. C. Hamilton & Co., 
Lincoln Electric Company, Superior 
Tube Company, and Pennsylvania Salt 
Manufacturing Company. 

Panel displays telling the story of 
advertising success were set up in the 
meeting room. As each case history 
was outlined verbally, in most cases | 
by a man or woman who had charge 
of the campaign, the panel desler | 
was spotlighted. Serving as master of 
ceremonies was Walter H. Gebhart, | 
president of E. I. A. and manager of | 


sales, industrial division, Henry Dis- | 


ston & Sons Company. 
One of the most interesting stories 
of promotional success was told by 


J. F. Sullivan, advertising manager, 


Brown Instrument Company. This 


firm felt that an adequate percentage | 


of its sales dollar was being spent for 


advertising, but that the money could 
be spent to better advantage if it were 


concentrated in a few leading business 


publications, using larger space than | 


before. Whereas only eight industries 


| 


A close-up shot at the Eastern Industrial Advertisers “Proof Clinic" at Philadelphia last 
month showing Walter H. Gebhart, manager of sales, Industrial Division, Henry Disston & 


Sons, Inc., 


McGraw-Hill Publishing Company, is assisting him at the easel. 


explaining the case study of his company's advertising. 


Robert 1k 
Case studies of advertising | 


results of twenty-five companies were presented by other advertising men in similar manner | 
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PENETRATING 


the BIb Electrical 


MARKET... 


Another Important 
Reason Why 


ELECTRICAL 
WORLD... 
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Quotes from Tell all 


e “Look at it this way: When there’s 


a big order at stake, any and every business man considers it 


just horse sense to study carefully the sales approach he will 


take. How much more important it is to plan with utmost care 


the approach to thousands of customers and prospects through 


your business paper advertising.” p S 
° ® Big orders are always af 


stake in the ever-active electrical market. And it’s more than coincidence that they are 
going mostly to manufacturers whose products are advertised consistently and con- 


vincingly in Electrical World. 


Here are two more companies whose long- 
time advertising records speak eloquently of 
Electrical World’s ability to produce whole- 
some results: 


AMERICAN TRANSFORMER COMPANY of Newark, N. J., il- 
lustrates perfectly the ability of advertising (mostly in 
ELECTRICAL WORLD) to give impetus to a young company. 
AmerTran started in ELECTRICAL WORLD in 1901, the year 
it was founded, and has kept right at it. Its copy is simple, 
down-to-earth, informative. It has worked. Thomas M. 
Hunter, President, puts it this way: 

“You will be interested, we believe, in learning what a 
consistent advertising schedule in Electrical World has 
accomplished for the American Transformer Company 
during the past few years. 

“From 1901 to 1931 our company concentrated its ef- 
forts principally on the manufacture of special transformer 
equipment for electric utilities and industry. An ample 
volume of this business for our needs during that period 
was obtained as a result of trade-paper advertising, a 
large percentage of which appeared in Electrical World. 

“As a result of the business depression, not only did 
the demand for special transformers decrease sharply but 
also there was a great increase in our competition. This 
change in conditions made it necessary for us to diversify, 
and, in 1931, it was decided to develop a line of standard 
pole-type distribution transformers. To gain customer ac- 
ceptance for this new equipment, and for power trans- 
formers which were announced at a later date, our adver- 
tising in Electrical World was depended upon almost en- 
tirely and proved most effective. Sales of this class of 
equipment have increased each year and today represent 
more than half of our total business. More than this, we 
are now being invited regularly to quote on most impor- 
tant jobs involving distribution and power transformers 
in ratings up to 10,000 kva. at 132 kv. 

“The fact our company was successful in making a rad- 


‘NDUSTRIAL MARKETING, April, 1940 


ical change in the character of its business during depres- 
sion years, principally through advertising in Electrical 
World, speaks well for the acceptance of your publication 
in the electrical industry.” 


COMBUSTION ENGINEERING COMPANY of New York City is 
a topnotcher in the important field of power generation. 
Since 1918 C-E apparatus has been steadily advertised 
in the ELECTRICAL WORLD, with a brand of copy excellence 
that has won wide praise and response. Advertising Man- 
ager Charles McDonough (currently president of N.I.A.A.) 
tells how and why: 

“In Electrical World we can get effective coverage of 
both utility engineers and executives—and the electric 
utility industry is our biggest market. 

“Our steam plant equipment is of direct interest to ex- 
ecutives as well as staff engineers for the obvious reason 
that power is the product of the industry. In fact, many 
of the executive group have come up through the engi- 
neering divisions of the business. 

“Electrical World, as a competent and comprehensive 
industry paper, provides us with a direct route to the 
minds of the engineer group, which designs, specifies and 
operates — the executive group, which approves capital 
expenditures. 

“How well we think Electrical World performs this dual 
function is evidenced by the fact that we have advertised 
in it every year since 1918.” 


* New ABP booklet — recommended reading. Got your copy yet? 


ELECTRICAL WORLD 


Serving a Huge and Ever-Growing Market 


A McGraw-Hill Publication, 330 W. 42 St., N.Y.C. 


No. 7 of a series of factual messages designed to demonstrate 
that GOOD ADVERTISING in a leading business publication will 
invariably produce worth-while sales results. 
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BROWN INSTRUMENTS EXPERIENCE WITH ADVERTISING I A LEADING 
BUSINESS PAPER OVER AN EIGHT-VEAR PERIOO. 


USEO OVER A Four-Year PERIOD 
IN LEADING PUBLICATIONS Amp UseD THROU6MOUT ThE ExGHT Tina 
Pero in Orwer Papers. umes "we Event Years Ihe Respoes 
From SINGLE Pases Was Aperomrareiy THE SAME 
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wo Page Spreads 


USED FOR THE NEXT TWO YEARS 








had previously contributed sufficient 
volume to be considered major mar- 
kets, the new advertising policy of 
concentrating on those industries of- 
fering the highest potential enabled 
the company to increase the number 
of its major markets to fifteen. 
Brown analyzed advertising done in 
each field, with the result that it was 
found that only the leading papers in 
each field produced returns in keep- 
ing with the cost of the space. In one 
field, five publications had formerly 
been used. The list was cut to four, 
and measurable response increased 100 
per cent. The next year the list was 
cut to three, and response increased 
another 100 per cent. Response was 
again raised the next year by reducing 
the schedule to the two leading pa- 
pers. In no case was the advertising 
investment in this industry curtailed, 
but each year more and more was 


spent in the topnotch papers. 


Two Page Bleed-Spreads 


USED FOR THE NEXT TWO YEARS 






















Mr. Sullivan also pointed out that 
when spreads replaced pages, response 
increased 316 per cent. When bleed 
spreads were substituted for spreads, 
response climbed another 123 per cent. 
“The use of dominant space in a rela- 
tively few leading publications in- 
stead of smaller space in many publi- 
cations, the concentration on worth 
while markets and the cultivation of 
all buying factors has helped Brown 
Instrument to lower its sales costs, to 
increase the volume of business over 
seventy-five per cent and has helped it 
to move from fourth to first place in 
company recognition,” Mr. Sullivan 
de C la red. 

The belief held by many manufac- 
turers that advertising aids the sale of 
their products only when these prod- 
ucts do not lose their identity in use 
was upset by the report of Miss 
Frances M. Suarez, advertising man- 
ager, Philadelphia Quartz Company. 





PHILADELPHIA QUARTZ CO. 


ATTAINS HIGHEST RECOGNITION FOR SILICATE OF SODA 





told where and why 
to buy Silicate of 
Soda. Competition 
meanwhile did 
not emphasize 
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Her company, she said, feels that raw 
material advertising has helped to sell 
its silicate of soda. The textile, paper 
and other industries have been using 
the product for almost three-quarters 
of a century, but it has been adver- 
tised with a consistent and definite 
program for only thirteen years. Phil- 
adelphia Quartz has been successful in 
creating an identity for its product 
and a preference for it in certain fields, 
a fact proved by a survey in the tex- 
tile industry. This study showed that 
the company has obtained highest rec- 
ognition as a source of supply for sili- 
cate of soda. 

Miss Irene J. Dennery, manager cf 
advertising, Pennsylvania Salt Manu- 
facturing Company, described the 
launching of Pensal, a laundry alkali 
developed by her company in 1936. It 
was priced above leading competitive 
brands, and five other companies were 
strongly entrenched in the field. In 
1937, seven per cent of sales was spent 
to advertise the product in laundry 
publications. The budget was boosted 
the following year when it represented 
ten per cent of sales. Advertising was 
increased again in 1939, but sales had 
improved to such an extent that the 
ratio of advertising expense to sales 
was cut to 4.6 per cent. Miss Dennery 
displayed a chart which showed that 
Pensal ranked nineteenth in its field in 
the first year, 1936, but three years 
later a recognition study revealed a 
rise to third place. Business paper 
copy which made this acceptance pos- 
sible consisted of a series of case his- 
tories of successful use of the product. 

The meeting attracted 170 members 
of the industrial advertising fraternity, 
including sizable delegations from the 
Technical Publicity Association, New 
York, and the Industrial Marketers of 
New Jersey, Newark. A number of 
other N.LA.A. 
pressed interest in the presentations, 
and it is expected that they will be 


chapters have ex- 


displayed at a number of meetings. 


All twenty-one case histories were 


made available in printed form by 


E.I.A. 


Additions at Armstrong Cork 

John P. Crawford, formerly with tl 
General Foods Sales Company, Inc., New 
York, has joined the advertising staff 
the Armstrong Cork Company, Lancaster 
Pa. Angus W. Clarke, Jr., formerly as 
sistant advertising manager, Mohawk 
Carpet Mills, Utica, N. Y., and John F 
Riebow of the Eastern Air Lines, New 
York, are other additions to the staff. Se 
eral months ago Edward W. Herman: 
formerly with the Chilton Publishing Co: 
pany, also joined the depart ment 
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Used Wherever Business 
Paper Space Is Bought 


The only publication in America which 
provides complete statistical and market 
data in terms of the editorial and circulation 
coverage of industrial, trade and vocational 


publications. 


1941 edition appears October 25, 1940. 


THE MARKET DATA BOOK 


100 E. OHIO ST., CHICAGO 330 W. 42nd ST., NEW YORK 
Offices in Atlanta, San Francisco, Los Angeles 
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[CONTINUED FROM Pace 21] 


Marketing Research 


ufacturers, the small local screen man- 
ufacturers, the sash and door plants, 
the lumber yards with wood working 
equipment, the mills, and others. 

Another thing that many advisors 
brought out was that millions of feet 
of fly screen were sold annually 
through wholesale hardware concerns 
to the retail hardware dealer. In fact, 
fifty to 100 carloads of fly screen— 
each one carrying over 100,000 square 
feet—is just peanut business to the big 
wholesalers. 

So the survey went into all these 
fields of distribution with extreme 
thoroughness. Investigators had long 
interviews with officials of the larger 
screen manufacturers, the owners of 
smaller concerns, the sash and door 
plants—many of which are almost na- 
tional in scope—the wholesale hard- 
ware companies, and all other possible 
outlets. It was a Herculean task be- 
cause these possible outlets represented 
thousands of concerns and a satisfac- 
tory picture could not be secured by 
a casual call here and there. A basic 
study was necessary—and one that had 
to be carefully planned in advance. 

It was during this phase of the mar- 
ket research that serious snags were 
encountered. Everyone interviewed 
professed real interest, but it quickly 
became evident that few, if any, 
would attempt the pioneering neces- 
sary to promote a product of this type. 
Certainly they would not stock it un- 
til such time as a national consumer 
demand had been developed. And, 
furthermore, it was difficult for them 
to grasp many of the salient features 
of this device. 

Ultimately, the survey indicated 
that the best channel of distribution 
would be through those few national 
screen manufacturers who had agents 
in principal cities and ample facilities 
for manufacturing all types of frame 
assemblies that might be required. It 
was clearly brought out that this was 
by no means the most satisfactory so- 
lution, but it could be looked upon as 
a starting point. 

In this search for channels of distri 
bution, the contractors, builders, de- 
velopers, air conditioning men, and 
similar groups were by no means over- 
looked. One learned authority in the 
building industry suggested building 
contractors as the major and primary 


outlet; but this was pro\y ed erroneous. 
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lf this page of Helliwells Ltd., which ap- 
peared last month in “Aero Digest” and 
“Aviation” is typical of English business 
paper advertising, the boys have a knack of 
building attention value. Complete plates 
were furnished the publishers from England 


When builders buy screens at all, they 
purchase on the lowest price possible 
from the screen manufacturer. Actu- 
ally they prefer to let the owner or 
buyer handle the screen question him- 
self. This is definitely true in the case 
of the speculative builder and developer 


Ww ho considers screens as accessories. 


Other Phases of the Study 


We have discussed two of the ma- 
jor purposes or objectives of this re- 
search survey, namely, determining 
the fact that a market existed, and the 
study of distribution channels. Now 
let’s look at some of the other impor- 
tant phases of a research program— 
when such a program is conducted 
scientifically. Each has a definite bear- 
ing on the recommendations that are 
made at the end of such a survey and 
contribute to the further development 
of the active selling program. 

Sates Apprats—A thorough an- 
alysis was made of twenty-five sales 
appeals, which were given index rat- 
ings of relative importance. They 
were tested in innumerable ways, and 
ill classes of people were used as 
guinea pigs. 

A few of the principal sales appeals 
were tried out on a large number of 
architects, both residential and non- 
residential. The tabulation of their 
respective reactions follows, percent- 
ages showing the proportion of per- 
sons interviewed who were favorably 


impressed with each sales appeal: 


Non- 

Resi-_ Resi- 
dential dential 
Archi- Archi- 
tects tects 
Percent Percent 


Shades window from sun... 42 15 
Saves expense of awnings... 52 53 
Keeps room cool ........+++ 50 76 
Smart appearance ........ 48 65 
No summer air conditioning 

OS EP ae 43 10 
Lowers cost of air condition- 

et ssceaweeuwe env esenes 39 18 
Saves inconvenience of awn 

Dt ivan essa d bw kewnh oes 40 52 
Wire will not sag or bulge.. 38 12 
Good vision looking out.... 22 10 
PER TEECT Ee 5 17 
Prevents fading of furnish 
a ae li ‘ * 


*Relatively unimportant in their opin- 
10n 
That architects cannot always speak 
authoritatively for their clients, how- 
ever, was dramatically brought out 
when residence owners and hotel man- 
agers became the guinea pigs: 
Resi- Hotel 
dent Man 
Owners agers 
Percent Percent 


Shades window from sun... 39 * 

Saves expense of awnings... 31 

Keeps re 57 90 

Smart appearance ........ 60 85 

No summer air conditioning 

neededt eeeeeeeseeeeses 15 100 

Lowers cost of air conditior 

rrr es se ee ee ee SU 

Saves inconvenience of awn- 

NET ON DE Aeon Oe 23 * 

Wire will not sage or bulge. 45 

Good vision looking out.... 35 

Added DTIVACY wc ccccccecs 42 85 

Prevents fading of furnish 

PE - 6 bbeeee bad wnaees 55 8O 
*Relatively unimportant. 7Please do not 


get us wrong. We never make the clair 


that this product eliminates the need for 
summer air conditioning. It does reduce 
the cost and makes air conditioning 
stallations available to more people 

Note in the foregoing tabulations 
that the architects interviewed appar- 
ently overlooked the value of this 
product as a means of greatly reduc- 
ing, if not actually eliminating, the 
fading of rugs, draperies, and other 
furnishings. Yet interior decorators 
feel that is one of the outstanding 
sales points, especially if the invest 
ment in furnishings is at all large, as 
it is, of course, in hotels and expensive 
residences. Hotel managers quickly 
f 


caught this automatic function < 
KOOLSHADE. 

The reaction to these sales point 
tests indicated conclusively that n 
matter who was being interviewed, 
several features were quickly found 
which appealed, the number usualls 
depending on the immeditae problen 
or need of the individual. 

Sates REsistaNCE—Fully as muc! 
attention was given to sales resistance 


ae | 
as to. sales appeals. Surprising!) 
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INTERNATIONAL TRUCKS | 
| 


Industrials Recognized at Chicago | 


@ TWO INDUSTRIAL advertis- 
ers received recognition last month 
in the Chicago Federated Advertis- 
ing Club competition for advertis- 
| ing leadership in 1939. A special 
award was made to International 
Harvester Company in the maga- 
zine division for consistency of in- 
| sertion and the quality of produc- 
| tion. The campaign ran in full 
color in national and business media 
and was prepared by Aubrey, 
Moore & Wallace, Chicago agency. 
Special acknowledgment was given 
to William L. Ninabuck of the 
Harvester organization. 
The color campaign of Cutler- 
Hammer, Inc., Milwaukee, which 


has been running in general media 


enough, however, they were compara- 
tively few, and they were either elim- 
inated by engineering or minimized by 
the prospective purchaser when he 
knew more about the product. This 
does not imply that the survey proved 
that the product was a cure-all or one 
that was entirely without drawbacks 
of any kind. It did develop the fact 
which has later been proved that the 
many advantages far outweighed the 
disadvantages. 

Prick AND Prorit DETERMINATION 
—Naturally, the matter of price was 
a dominating factor in the majority 
of reactions—largely because the prod- 
uct looked like fly screen and did per- 
a fly 


Consequently, practically all 


form all of the functions of 
screen. 


people interviewed instinctively asked 
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and as inserts and back covers of 
business papers received recognition 
for the most distinguished illustra- 
tion, the award going to Ben Stohl 


page prepared by 


for his painting in the “Sugar Sets | 
a Swift Pace” 
| 


Kirkgasser-Drew Company, Chica- 


go agency. 
A total of fifteen regular awards 
were made in recognition of lead- 
ership in various forms of advertis- | 
ing, plus ten special awards. Arthur 
C. Nielsen, president of the market 
research organization bearing his 
name, was selected as the man who 
had done most during 1939 to 
bring recognition to Chicago as an 


idvertising center. 


questions about the cost, which could 
be answered only by comparing it with 
orthodox insect cloth. The fact that 
such a comparison was unfair from 
every conceivable viewpoint did not 
help the situation to any appreciable 
extent. 

Nevertheless, ample proof was sub- 
mitted to us that this material could 
be sold at a price that would justify 
the enormous investment in engineer- 
ing and equipment and the profit pos- 
sibilities warranted a continuation of 
the production and marketing pro- 
gram. 

ComPpetiTion—Another important 
point included in the study was that 
of competition. This was unquestion- 
ably the easiest part of the entire sur- 
vey. There literally was no competi- 





tion in the strict sense of the word. 
Quite obviously, fly screen competed 
with one function of the material. 
Awnings and venetian blinds com- 
peted with one another, but there was 
no product on the market that could 
be directly considered as competitive; 
nor was it likely that it would be be- 
cause of the basic patents covering 
both the product and the machines 
that produced it. 

LasporaTory T Es T s—Finally, to 
round out and complete the market 
research, the Arthur C. Weick Com- 
pany recommended specific tests of the 
product itself to be made by unbiased 
outside organizations. Tests, for in- 
stance, having to do with the per- 
centage of solar energy transmitted, 
visibility, the amount of light that en- 
tered under different conditions, vari- 
ous forms of finish, check up on the 
angles of the horizontal wires, effect 
of climate on the alloy, and many 
others. 

DETERMINATION OF A NaME—Not 
the least of the finishing touches was 
determining a name for this unique 
piece of merchandise—a name which 
must quickly identify the product as 
one that was radically different from 
all others, and at the same time clearly 
establish it as a particular brand. 





More than seventy different names 
were tested for sales appeal, speed of 
understanding, and permanence of re- 
membrance. It was developed that 
whereas no one name was necessarily 
best, there were two syllables that 
were superior to all others. These were 
“cool” and “shade.” A combination of 
the two formed the word “coolshade,” 
the spelling of which was slightly 
changed by substituting “K” for “C.” 
Thus the approved trade name became 
“KOOLSHADE.” This stood up bet- 
ter during field tests than any other 
word or combination of words. It fur- 
thermore was sufficiently non-descrip- 
tive to permit good legal protection— 
an extremely important point. 


Research Conclusions 

Altogether, the marketing research 
required six months. At the end ot 
that time a 500-page report was pre 
pared and submitted by the research 
company. It was an excellent report, 
especially when one takes into account 
the fact that the product surveyed 
was so radically different from any- 
thing on the market. The problem 
was not the usual one handed to re 
search organizations of checking ov 
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an existing business or finding ways 
and means of improving methods and 
practices already employed. Instead, it 
was actually pre-pioneering and a very 
difficult task because no one really had 
any ideas or knowledge that was ap- 
plicable to this particular problem. 

Summarizing the Arthur C. Weick 
Company report, the six months’ mar- 
ket study accomplished the following: 

1. It produced evidence that KOOL- 
SHADE could be sold in volume at a 
profitable price. 

2. It conveyed an intimate knowl- 
edge of sales possibilities in dozens of 
consumer, distributor, and industrial 
markets. 

3. It showed that of all regular 
channels of trade studied, screen 
manufacturers with aggressive sales 
organizations were, while not entirely 
satisfactory, the only existing com- 
panies in a position to perform all of 
the functions of buying, framing, and 
distributing the product, but that cer- 
tain retail outlets might ultimately be 
worked into the sales picture as bird 
dogs. 

4. It showed that it was very im- 
portant to get the good will of the air 








Carl A. Claus, vice-president in charge of 
sales, New Jersey Machine Corporation, 
Hoboken, N. J., receives his commission as 
“Admiral of the Flagship Fleet" from charm- 
ing Stewardess Margaret Radcliffe, the 
commission marking completion of more 
than 100,000 miles via American Airways 





conditioning industry for this prod- 
uct, and definite offers of codéperation 
in its promotion were secured. 

5. It was the direct cause of cer- 
tain improvements in the product 
itself, involving changes in angles and 


mesh. 


6. It determined the relative sales 
values of different features of the 
product for various classes of trade. 

7. It supplied the sales department 
with a background of information for 
use when the actual selling began. 

8. It determined the name KOOL- 
SHADE. 

9. It showed that KOOLSHADE is 
a specialty product which would re- 
quire personal consumer solicitation 
and specialty selling methods; ordi- 
nary channels of trade being inade- 
quate to do the necessary pioneering 
and educational sales job. That a sur- 
vey of this character has real value 
goes without saying. It put together a 
practical, usable form in a compara- 
tively short time, data, ideas, and 
salient information that created a very 
tangible picture and one by which the 
sales department and the manufactur- 
ing department unquestionably have 
greatly benefited. 

Next month I shall tell you what 
we learned when we launched our sales 
effort and how we have developed our 
present distribution organization, as 
well as outline the advertising and 
sales promotion program now in prog- 


ress. 








around in order to see the screen. 








When War and Politicians Thunder 


Sound Slide Films 


Command Attention and Get Business 


The Mighty Midget 
Sound Projector 


Instantly Set Up. Just 
turn projector into 
place, put on turntable 
and record, swing crys- 
tal pickup into position 
and you are ready for 


a fine demonstration. 


(he speaker is in the top section of the case. In small groups, it may be 
used for a support for a small screen; in larger groups, it may be set near 
the picture so as not to divide the attention. 


[he bottom section is low enough so that the projector may be easily 
operated from a sitting position. You are out of the way of people who 
may be behind, yet there is nothing to obstruct your view—nothing to peer 


Slide films, like ads, increase in effectiveness as they increase in circulation. 
Realizing this fully, we are furnishing our many satisfied customers with 
projection equipment which meets the demand for high-fidelity reproduc- 
tion, coupled with durability, yet which is low enough in price to insure 
listribution throughout an organization. 





Small, Compact, 
Highly Portable. All 
parts, including rec- 
ords and cords, neatly 
and “get-at-ably” ar- 
ranged inside. 


L. E. Davidson 
Picture Service. 
Angola, N. Y. 


potter 
Please send full information 
about your Mighty Midget 
Sound Projector to 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





House Magazine Covers 


| am attaching a number of covers 
that have been used on our house 
magazine and would like to have your 
comment on them. As you will note, 
every cover is entirely different. T here 
are some & ho believe we should de- 
velop a standard cover and there are 
others who are interested in continu 
ing our present policy. Will you please 
let me have your opinion as to which 
plan is better. 

ADVERTISING MANAGER. 

We believe it may pay you to con- 
sider a compromise between your two 
schools of thought. We like your 
method of changing the cover—we 
also think there is value in having the 
cove! enough the same in order to be 
identified. 

Perhaps you could use the name of 
the magazine in the same kind of type 
or in the same place on each issue, also 
have your company name the same, 
so that you could develop enough life 
and interest in each new edition and 
still let your customers and prospec- 
tive customers know at a glance that 


the publication is trom you. 


How Many Pieces of 
Mail to a Company? 


We always get into a huddle in our 
company whenever we have a mailing 
as to whether we should send the ma- 
terial to every person on our mailing 
list or just the No. 1 buyer for each 
company. If we send to all, we not 
only feel that we may have wasted 
many copies, but we believe it may 
have a bad effect on our customers 
and prospective customers if they no- 
tice we are wasteful. Do you have 
any rule or suggestions for our guid- 
ance? 

ADVERTISING MANAGER. 

This question is a common one but 
naturally no set rule can be estab- 
lished. Here is one good solution of 
the problem. Write letters to all men 
in each company, asking if they would 
like the bulletin or booklet. As you 
will probably only get a ten per cent 


response, there is still a question as to 
I 
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what to do with those that do not re- 
ply. We suggest either a second letter 
or picking over the remaining names, 
sending the literature at. your judg- 
ment or that of each salesman for his 


own territory. 


Even if you do not follow this plan, 
we believe an introductory letter al- 
ways is of value to pave the way or 
accompany most mailings. The letter 
tends to personalize and help you get 
greater interest or a larger response. If 
you have your mailing list classified 
by title, you may write a different 
letter to each class of individual, ap- 
proaching them from their own inter- 
est standpoint and perhaps referring in 
each case to a different item in your 
booklet or bulletin. 

In many cases additional interest is 
developed by mentioning that letters 
are also being sent to the other execu- 
tives in their company. Occasionally 
the same letter may be used to all. 
However, if this is done, be sure not 
to ask all to write for prices or ask 
for a chance to quote, when only one 
should respond to these questions. 

If you ask several to respond to 
these questions and others than the 
purchasing executive writes for prices, 
etc., the purchasing executive is very 


likely to resent it. 


AMERICAN SOCIETY FOR MEvALy” 





*ETLUURGICAL 


AVIATION PRocress 7 


{ERICAN SOCIETY fo METALS 
HEADQUARTERS 


If no specific urge to action is in- 
cluded and a general letter seems justi- 
fiable, a mention of your plan may 
cover the possible negative reaction to 
several mailings coming to the same 
company. 

Sometimes a simple multigraphed ot 
printed message accompanying the 
mailing is sufficient. This method ob- 
viously is the most economical. 


Handling Inquiries 
One of our client’s practice is to 
answer all inquiries direct from thi 
home office and then sending copies to 
its manufacturers’ agent in the terri 
tory for follow-up. One agent is pro- 
testing and wants inquiries in his ter 
ritory referred to him for acknowledg 
ment and handling. What is the gen 
eral practice in a case of this kind? 
ADVERTISING AGENCY. 


The generally accepted theory in re 
gard to handling inquiries is that they 
should receive immediate attention to 
give the inquirer the desired informa- 
tion as quickly as possible. This means 
that they should be answered as intel- 
ligently as possible by the office receiv- 
ing them, depending on the clarity of 
the inquiry, and then referred to the 
field man for personal attention. In 
replying, the sales correspondent should 
call attention to the company’s nearest 
agent, dealer, distributor, salesman, or 
branch office which can render per- 
sonal service. 

The reason for replying to the in- 
quiry direct is obvious from a time 
element because the field representa- 
tive may not be available to give im- 
mediate attention to it and the buying 
interest may cool or a competitor get 


his proposition in first by mail and the 





Chester W. Ruth, director, advertising division, Republic Steel Corporation, inspects a portion 
of an exhibit of American Society for Metals showing the metallurgist's role in aeronautice! 
advancement at the "Wings Over Cleveland” exhibit at the May Company department store 


last month. The show attracted 150,000 


visitors to see the sixty exhibits on display 
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purchase made before she company’s 
representative gets the lead for action. 
Handling the reply by mail and the 
follow-up through the representative 
does not detract from his importance, 
but rather helps create a favorable sit- 
uation inasmuch as most people like 
the courtesy of a reply direct from 
whom they have written, in addition 
to wanting the information promptly. 

Where a company operates sales 
through branch offices, the situation is 
somewhat different, and while the fore- 
going procedure is often the same in 
those cases, still in others all inquiries 
and correspondence is referred to the 
proper branch manager for attention. 
In the latter case, however, there al- 
ways is someone avaliable who can 
give the matter immediate attention, 
which is not always so with manu- 


facturers’ agents. 


Literature for Distributors 

We are planning a series of small 
booklets and folders which may be 
used by our salesmen and also by our 
distributors as mail enclosures. Should 
we send a supply of these to all of our 
distributors or only to those who re- 
quest them? 

ADVERTISING MANAGER. 

It is never advisable to dump a lot 
of advertising material in the lap of a 
distributor and hope that he will make 
The better plan 
to send a sample of what you are 
distributor’s sales 


judicious use of it. 
is 
preparing to the 
manager, explaining how it is designed 
to promote the sale of your product 
through his organization and suggest 
how he might make effective use of 
the piece, then ask him how many he 
can use and request that he submit 
copy for the imprint desired. 

lf you are planning a regular cam- 
paign of this kind of material it is a 
good idea to present the whole plan 
to the distributor at once and ask his 
codperation in carrying it out. When 
handled in this manner it is effective 
to have him fill out a regular order 
torm for the material and sign it. 
Each month’s material should be sent 
to the distributor separately along 
with a letter to the sales manager 
Pointing out its features and asking 
his special codperation to see that it 
1S it into use. 


Superior to Swink 


Superior Coach Corporation, Lima, 
is appointed Howard Swink Adver- 
Agency, Marion, O., as its advertis- 


insel 
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Changes at Libbey-Owens 


To increase various sales promotion ac 
tivities and to supervise a sales training 
program, North A. Wright, advertising 





C. K. MATSON 


NORTH A. WRIGHT 


manager, Libbey-Owens-Ford Glass Com- 
pany, has been made general sales pro- 
motion manager in charge of a new de- 
partment created for that purpose. 

Harry M. Ives, district sales manager at 
Shreveport, La., has been made Mr. 
Wright's assistant and Harrold -Bell, dis- 
trict sales manager at Kansas City, will 
superintend special activities in the new 
department. E. M. Evethard of the Bos- 
ton office has been promoted to succeed 
Mr. Ives at Shreveport, and Don W. Lyon 
of the Chicago office will take Mr. Bell's 
place at Kansas City 

Carlton K. Matson, a former newspaper 
editor, who has been directing public re- 
lations for Libbey-Owens-Ford for the past 
year and a half, will add to his responsi- 
bilities by taking on the direction of the 
company's advertising department, with 
Karl F. Radke continuing as assistant 





“Ynguiries? 


MacRAE’S is producing "em 
from new and old prospects” 
How vital a part MacRAE’S BLUE BOOK plays in the upturn of industrial 


business was perfectly voiced recently by one of it’s advertisers (name upon 
request). His comment is the caption of this ad. 


As business recovers, need for materials and equipment sources of supply 


increases. 


New and uninformed purchasing executives assume office and look 


to the Blue Book for complete information. Never has it been so generally 
praised for volume of inquiries as today. Don’t let the forthcoming issue close 
without taking advantage of it’s certain inquiry producing ability. Write for 


detailed information. 
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ADEQUATE INFORMATION 
LACKING 

To Tue Eprror: 
comments came into my mind as I 
read Arthur Brand’s article on “How 
and What Does Readership Read?” in 
the March issue. 

1. No magazine publisher has ever 
sent me a statement of the editorial 


The following 


policy of his magazine, although fre- 
quently I see mention of the fact 
that such policies evidently exist. 
Have they no promotional value? 

2. Magazines cluttered up with spe- 
cial heavy page inserts are not easily 
thumbed through, and the heavy in- 
sert often acts as a divisional page 
and does not even get read! 

3. Repetition of “this month’s ad” 
in every journal in the industry is 
monotonous to the reader, and in 
many cases leads to the idea, “I’ve seen 
this book, guess I'll try another.’ 

4. No space salesman has ever come 


, 


to me prepared to answer this ques- 
tion, “What product should I adver- 
tise in your publication, and how 
much more of it can I sell than I now 
do?” The answer I get 95-99.9% of 
the time is “What do you make?” 
GeorGE M. BRAMANN, 
Advertising Manager, Niacet Chemical 
Corporation, Niagara Falls, N. Y. 
vv iy? 
AN ORCHID! 

To Tue Eprror: This letter is to 
take care of a small detail, but I can’t 
resist the opportunity of slipping in 
an orchid for a grand publication— 
one which every one here at the office 
thoroughly enjoys. 

Now for the detail: Mr. Bloch is no 
longer with our company, so will you 
please remove his name and send our 
subscription to the attention of Mr. 
James M. Daugherty. 

MarGaret WEIL, 
Jim Daugherty, Inc., Advertising, 
St. Louis. 


KIDDING MUST STOP 


To tHe Eprror: It has come to 
attention that business reply cards and 
envelopes distributed under the pro- 
visions of Section 510, P. L. & R., are 
sometimes returned to permit holders 
with fictitious names signed thereto or 
with propaganda, advertising litera- 
ture, blank papers, or other extraneous 
matter inclosed therein. 

Therefore, the Post Office Depart- 
ment has authorized the use of the 
following notice, to be printed on the 
BACK of business reply envelopes (or 
cards), in the hope that it may curb 
their misuse to some extent: 

IMPORTANT NOTICE—The use 
of this card (or envelope) for pur- 
poses other than the purpose for 
which it is sent is contrary to postal 
regulations and will be dealt with ac- 
cordingly 

You may, therefore, print the above 


notice on business reply envelopes or 

cards prepared for distribution in fu- 

ture, and if you choose you may also 

print the notice on such supplies as 

you now have on hand. 

Ernest J. KRUETGEN, 

Postmaster, United States Post Office, 

Chicago. 
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ADVERTISING SMALL 
ITEMS EFFECTIVELY 

To Tue Eprror: You might be 
interested in knowing how we arrived 
at the particular layout of our ad 
which The Copy Chasers recognized 
in the March issue. I am attaching 
card which our salesmen use to send 
to their customers ahead of their calls 
This lists nearly all our products, but 
it does not list the specialties which 
we manufacture. With so many prod 
ucts you can readily see the difficulty 
we have in showing all of them in our 
advertising. You will agree that there 
are certain products, such as carriage 
and machine bolts, which it is rather 
silly to advertise because everybody 
who knows us knows we manufacture 
them. The profit on those items is 
short, and the volume, of course, is 
very large. There are many products 
which we manufacture, however, on 
which the profit is very worth while 
and on which the volume could well 
be increased. 

We are firm believers in the use of 
full pages, and yet many of these items 
which we would like to advertise in an 
effort to increase our volume do not 
justify the expenditure for a full page, 
so the idea occurred to me that if we 
could show four different products on 
a full page we would divide the cost 
of the space over four items and still 
retain the institutional value of full 
page ads. 

The idea has many possibilities. We 
can take the individual four plates and 
replace any one or more with others of 
the same size. We can use the plates 
to make up a special sales catalog for 
our salesmen, and so on. 

A. E. R. PETERKA, 
Advertising Manager, The Lamson & 
Sessions Company, Cleveland. 
a 
WHOA! BACK UP A BIT 

To THe Copy Cnwasers: I have 
read with interest your encomiums on 
the advertising of Knox gelatin. This 
reminded me to look in my drawer 
and take out one of their advertise- 
ments published, I think, in Life, and 
inviting the reader to write for Bul- 
letin E, as quoted by you. 

I have a note on this ad that I sent 
a postal card on Jan. 3 requesting this 
Bulletin E. So far it has not appeared. 
Enough said on Knox gelatin adver- 
tising. 

I note that you get a good boost on 
the editorial page of the February issue 
and believe on the whole that you 











ue 
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serve it. Once in awhile, however, you 
slip up. Please refer to page fifty-two 
of the May, 1939, issue of INDUSTRIAL 
MARKETING where you give recogni- 


tion for what you term a swell job of 
idvertising the vertical contacts used 
by Cutler-Hammer on their motor 
starters. 

I am surprised at your falling for 
I refer to the 


sentence “But anyone knows dust and 


such obvious hooey! 


dirt can’t collect on vertical surfaces.” 

The fact is that anyone who has 
thought about it knows they do. Why 
do you imagine housewives dust the 
legs of furniture as well as the seats? 
Why does wallpaper have to be 
cleaned, and why does dust and dirt 


What 


makes people talk such foolishness and 


collect on the sides of houses? 


expect those who read to believe it? 
F. W. La Crom, 

Milwaukee. 

March 16 


Thanks for your letter of 
We, too, like the “orchids.” 
As for Knox and Cutler-Hammer: 
es on before the ads appear and after 
sn’t come within our province. How- 

if Knox fails to respond to the in- 

ry, that’s probably not the copywriter’s 
iit, and if Cutler-Hammer is stretching 


what 


the truth, it’s the copywriters honesty 
it’s at fault—not his style. Certainly we 
plore copy that doesn’t follow the facts, 


obviously we aren't in a position to 
dge what’s so and what isn't 


It was a good ad, though 


supposing 
tacts were true! 
THE Copy CHASERS 


vvweey 
WE CERTAINLY CAN 
[To THE 


pleasing surprise to note the space and 


Epiror: It was a very 


ittention you gave to the “Junior 


Athliate” movement of the Industrial 
Marketers of Cleveland in your last 
issue, 

Because of the reception of this idea 
and the importance attached to it, I 
think you should know how this idea 
Originated in the Industrial Marketers 
ot Cleveland. 

Che question was first raised by F. 
Fuller, Smith & Ross, 
Cleveland office, who, in an open meet- 


\. Lyman, 


ing, started a discussion on the subject 


unior memberships. While our 


Chapter and many others had been 
ing about this for some time, this 
e crystallized our thinking and 
esulted in the appointment of a com- 
mittee with F, A. Lyman as chairman 

vith the following as members: 
Car! Lermer, Union Paper & Twine 
Company; F. O. Rice, New Equip- 
m Digest; and Chester W. Ruth, 
Republic Steel Company. 

$ committee investigated the 
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question and made a complete report 
which resulted in the action taken re- 
cently by the Cleveland chapter. I 
might say that in submitting their 
report, they suggested certain rules 
and regulations for the control of 
“Junior Affliates” but these are being 
held in abeyance until such time as 
We acquire some experience with the 
subject through our present method of 
operation. 

I would appreciate it if you could 
give us enough space in your columns 
to let your readers know those who are 


responsible for this new undertaking 
of the Cleveland chapter. 
Josern L. BELTz, 
President, Industrial Marketers of 
Cleveland, Lorain, O. 


Jones & Laughlin 
Increases Schedule 


Jones & Laughlin Steel Corporation, 
Pittsburgh, has increased its insertions in 
Time and the Wall Street Journal from 
thirteen to seventeen yearly, and in addi- 
tion has expanded its business paper ad- 
vertising. Calkins & Holden, New York, 
is the agency. 





95 BUSINESS REPLIES IN 17 DAYS 


froma... 


3-INCH ADVERTISEMENT 


7; 

e7HE Photo Record Corporation 
(electric copying machines), 111 Liberty Street, New York, ran 
a 3-inch advertisement on page 48 of January, 1940 Dun’s Review. 


The magazine was mailed on January 9. First copies reached 


subscribers on January 10. 


By the morning of January 27 the 


Photo Record Corporation had received 95 replies, divided as 


follows: 


Ve, 
{; >» 

*ep. 

Presidents 9 
Owners, Partners 3 
Vice-Presidents 5 
Treasurers . 2 
Secretaries 4 
Asst. Sec. & Treas. I 
General Managers 3 
All Others, etc. 21 
Totals 48 


4 j 
S * 
Z ‘Sy \ ~~ ¢ i, 
Sy 1, \; . yy, On, 
“s Ce “Az “&s <5 
5 4 3 21 
I I 5 
I I 2 9 
2 
I 5 
» , 
= 5 
, 
5 
, _ 
8 5 I5 / 
17 S 22 95 





15 of these replies were on post cards. The remainder were on 
the letterheads of the companies indicated with the majority 
signed by titled officers as noted. 


The companies represent a wide range from seedsmen to manu- 
facturers of fishing tackle and heavy machinery, banks, insurance 
companies, etc. 

Inquiries were evenly distributed throughout industrial areas, 
with 30 States represented. 

Although more unusual returns have been reported, no previous 
case provided full opportunity to examine and check the actual 
evidence. For further information, circulation breakdown, 
rates, etc., address Dun’s Review, 290 Broadway, New York. 
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THINGS ARE 


PURCHASING! 


is further proof that Conover-Mast 


HERE is doing a bigger and better job of 


reaching the vital centralized purchasing 


who can both initiate and 


departments 
4 9 . ’ 
consummate industry's orders! ... 
































HERE is further proof that manufacturers 

of industrial equipment and supplies 
are recognizing the Purchasing Executive's 
him with 


cultivating 
only 


importance — and 


schedules in national 


increased his 


magazines 










PURCHASING ADVERTISERS 
1940 


with MARCH 1939 


Volume 


uP 70% 























*Dollar volume for first quarter up 86.9% 


Keep the Purchasing Executive on your side 
through a regular schedule in Purcuasine! 
Full facts from Conover-Mast Corp. 205 
EF. t2nd St.. New York City: Leader Bldg.. 
Cleveland: 333 N. Michigan Ave. Chicago. 


PURCHASING 


READ BY THE MEN 
WHOSE JOB IS BUYING 








ADVERTISING VOLUME FOR MARCH ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


all 
standard 7x1l0-inch type 


otherwise noted, 


Unless 


Pages . 
Industrial Group 1940 1939 
PE RR wsccecssdnsas §*165 *134 


Air Conditioning & Refriger 
ation News (w) (11'49x16) 37 t45 
American Builder & Building 


Oe icdnndu’ssaaeees 92 93 
American Machinist (bi-w) 244 215 
Architectural Forum ....... 84 73 
Architectural Record ...... 73 57 
Automotive Industries (bi-w) §143 64 
SED 6b ark ae bone wee 71 48 
Bakers’ Helper (bi-w)..... 152 F103 
Brick & Clay Record...... *20 *18 
Bus Transportation ........ 83 72 
Ceramic Industry ......... *32 *32 
Chemical & Metallurgical En 

OOOO SOOT 135 132 
Civil Engineering ......... 20 18 
Coal Age es oee see eeen 60 53 
Cor struction Methods ind 

Equipment (83¢x12) 77 64 
i dé ckeniataedoddwe 4 78 75 
Diesel Power & Diesel Trans 

| Pree reer eee 43 37 
Diesel Progress (82x11)... 32 25 
Electric Light & Power..... 58 55 
Electrical South .......... 34 35 
Electrical West .....ccces 39 36 
Electrical World (w)...... 169 151 
Engineering & Mining Journal 79 69 
Engineering News-Record(w) 153 §{217 
Factory Management & Main 

DO sé¢ee0 8 eee ee8 888 149 119 
Food Industries seeeeeeees 75 66 
0 ae rete rT Te ee 29 39 
ee ED 61 +72 
Heating, Piping & Air Con 

CO. bsekeseweans 71 59 
Heating & Ventilating Maga 

a eee eee 24 33 
Hitchcock's Machine Tool 

Blue Book (4! 2x6! Dp ees 168 *129 
Industrial & Engineering 

Chemistry (3 editions)... 98 111 
Industrial Power (4! 9x6 34) 77 70 
The Iron Age (w)........ 317 $1345 
Laundry Age ............ 43 48 
Machine Design .......... 64 48 
EORTC EET 172 §193 
Manufacturers Record ..... *43 *54 
Marine Engineering & Ship 

ping Review ........... 83 61 
Mechanical Engineering 31 37 
Metal Industry ........... 4§ 39 
Metal Progress ........... 95 64 
Metals and Alloys......... $2 48 
Mill & Factory ........... 130 129 
Mill Supplies ............ 87 81 
Modern Machine Shop (414 

ees . 181 170 
National Petroleum News (w) $86 f111 
National Provisioner (w)... £116 95 
Oil & Gas Journal (w) (9x 

a) Sa rs *$ || 257*§T321 
Oil Weekly (w).......... §228 57 


The Paper Industry ar 
ME «kd 0GdeKenen cue 71 75 


The Paper Mill (w)....... 176 61 
Paper Trade Journal (w) 99 *1106 
PD DUNN cnc cetbaeedat 70 63 
Petroleum Engineer $99 80 
Rk fo Perr rere *59 *65 
Power 15 146 


Business Advertising 

Continues Gains 

@ DISPLAY advertising in business 
1940 


per cent ahead of the open- 


papers for the first quarter of 


was 7.57 
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publications are monthlies, and have 
page. 
Pages . 
1940 1939 
Power Plant Engineering... 73 78 
Practical Builder (10x15) 16 14 
ele ie dha & we iu 6 44 40 
Product Engineering ...... 99 86 
Products Finishing (442x814) 32 27 
ea ae 72 42 
Railway Age (w)......... $173 15 
Railway Purchases & Stores. 54 44 
Refiner & Natural Gasoline 
Manufacturer .......... 81 8 
Roads & Streets.......... 6l $62 
Southern Power & Industry. 43 35 
are eee 200 175 
Telephone Engineer ...... 25 27 
Telephony (w) ......... *t77 72 
( 4)" 90 105 
Water Works & Sewerage. . 32 3] 
Water Works Engineering 
OO, Pe eae 58 781 
Welding Engineer ........ 21 24 
Western Construction News 74 $87 
The Wood Worker eeececee 41 39 
Wood-Working Machinery 
CEP UEED scecceusecus *57 *58 
| A eee a 6.867 6,49¢ i 
Trade Group 
American Artisan ........ 53 52 f 
American Druggist ....... 86 )3 1 
American Exporter ....... 221 178 : 
Automobile Trade Journal. . 38 4? 
Boot & Shoe Recorder (w) 4 165 *146 we 
Building Supply News..... $50 $45 t 
Commercial Car Journal.... 82 7 oO 
Domestic Engineering ..... 61 56 
Electrical Merchandising P' 
CREED cecktuseavaaaens 58 +5 n 
Farm Implement News (bi-w) 62 78 I 
Hardware Age (bi-w)..... 162 153 
Jewelers’ Circular—The Key D 
COS nc ceseeecreceeseses 74 75 
Mida’s Criterion ......... 6 l 
SP eee ee ee reer 89 87 
a rere 39 49 " 
Motor World Wholesale... 65 7 m 
Plumbing & Heating Trade m 
OS ae 28 36 
Sheet Metal Worker....... 49 { Su 
Southern Automotive Journal 56 5 th 
Southern Hardware ....... 50 ; - 
The Sporting Goods Dealer. 94 l 
wet 
EE | as Naaiaane ee Bs 1,588 1,544 pre 
Class Group —- 
Advertising Age (w) (103% , 
BEEE inva buahneh sce es 7 7 res 
American Funeral Director. . 64 Ed 
American Restaurant ...... 59 + a 
Hospital Management ..... 25 4 ae 
Hotel Management ........ 54 ¢ 
Industrial Marketing ...... 46 2 
Modern Hospital ......... 109 88 
Nation's Schools ......... 43 
Oral Hygiene (4 5/16x7 3/16) 106 


Restaurant Management ... 42 
Trafhe World (w) 


eseodednseencenes 709 

§Includes special issue 
fied advertising Last 
tFive issues. Three issues 


*Includes cl 


issue esti! 


ing quarter of 1939, according to 
111 publications shown 19 


March 


issues of these papers carried 6.93 


ports of 


the accompanying tabulation. 


cent more business than last year. Ea: 














The industrial group, as represented 
by seventy-nine papers, showed a gain 
of 5.71 per cent for March issues and 
8.52 per cent for the first quarter 
period. 

Twenty-one papers in the trade di- 
vision increased their March business 
by 2.85 per cent which kept the vol- 
ume for the first three months 2.81 
per cent ahead of the 1939 quarter. 

The class group, consisting of elev- 
en papers, closed the first quarter 
10.21 per cent ahead of the 1939 peri- 
od, due mainly to a 16.04 per cent 
increase for March because of an extra 
weekly issue and several individual 
notable gains by monthlies. 


CONTINUED FROM Pace 24] 


Ediphone Marketing 


given to customers by our field organ- 
ization, supplemented by a sta‘ of ex- 
perts at the main office. The C2iphone 
is mechanical, electrical and acoustical, 
and calls for capable and well trained 
technicians. Moreover, prompt atten- 
tion is important so the mail will go 
out on schedule. We have, therefore, 
provided efficient and prompt mainte- 
nance and repair service wherever the 
Ediphone is used. 


Design an Ever Impcrtant Factor 


So far, this sounds as though we 
were putting all our emphasis on the 
method rather than upon the instru- 
ment itself. This is far from true. 
Simultaneous with our work to keep 
those who use Ediphones and _ those 
who sell them completely informed, 
we keep our designers and factory 
production people up-to-date on busi- 
ness requirements. Only last year, this 
resulted in a complete redesigning of 
Ediphone equipment. Our field inves- 
tigators wanted: 

1—A machine that would take up 

no more desk space than an 


average sheet of letterhead 
paper. 
2—One not substantially higher 


than a telephone. 
3—One completely enclosable so as 
to be dustproof. 
4—One that would retain and im- 
prove all of the mechanical and 
acoustical advantages of the 
older models. 
—One that would be streamlined. 
[hese requirements sounded diffi- 
cult indeed when first the engineers 
approached the problem. However, 
Edison thrived on difficult problems 
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and his modern craftsmen have the 
same spirit. Consequently, . after 
months of research and development, 
an unusually compact new Ediphone 
for desk use was perfected and pre- 
sented to the world of business. 

The finished product justified our 
demands that the work of the design- 
ers, factory men and field investiga- 
tors be codrdinated. An advertisement 
announcing the new desk Ediphone in 
Time brought the highest number of 
direct inquiries that magazine had 
ever brought us before. I'll admit that 
everybody was gratified—proud of 
the achievement. Immediately a de- 
mand arose for a new cabinet model 
having similar attractive features and 
design. Thus, the new cabinet Edi- 
phone was designed to take up less 
than a square foot of floor space, to 
completely enclose all Ediphone acces- 
sories, such as cylinders and corre- 
spondence folders and to fit with 
happy harmony into the modern office. 
Coordination of Activities 

It is this high integration of main 
office and field activities which I be- 
lieve has brought us the results we are 
so happy to have. While we are simul- 
taneously conducting about eight pro- 
grams vvhich might be called self- 
justified and self-rewarding, these are 
all inter-related to produce one im- 
portant thing—sales. Our field offices 
are more than sales offices. They are, 
in the truest sense of the word, exten- 
sions of our marketing activities, con- 
ceived and worked out at Orange, 


N. J. 





Clifford Taylor Dies 


Clifford Taylor, vice-president in charge 
of sales, J. E. Sitterley & Sons, publisher, 
Importers Guide, died March 22, at his 
home in Yonkers. He was sixty-five years 
old, and had been with the company for 
fifteen years. Mr. Taylor, who was asso- 
ciated with the American export trade for 
forty years, also served on American Ex- 
porter, La Hacienda, and Gunn's Inter- 
national Register. 


McNutt Returns to LeTourneau 


George C. McNutt has resigned from 
Bert S. Gittins Advertising, Milwaukee, to 
return to R. G. LeTourneau, Inc., Peoria, 
Ill., where he was advertising manager 
George R. Huffman, who succeeded him 
at LeTourneau three years ago, has re- 
turned to the Pacific Coast where he was 
formerly advertising manager, Western 
Construction News. 


Two Join Castle Films 


William B. Laub, formerly with Audio 
Production, Inc., and Paul F. Stacy, for- 
merly with N. W. Ayer @& Son, have 
joined the business film division of Castle 


Films, Inc., New York 


SELL 10 xe 
Il ENCINEER 


af #! —hbefore the 






ground is 


broken 


Engineering jobs start, with 
the first design sketch, in the 
office of the consulting engi- 
neer. Long before the ground- 


breaking ceremonies— 


plans are drawn 
buying decisions are made 
specifications are written 
and contracts are let. 


Start your selling with the 
inception of the job. Sell to 
all civil engineers—designers, 
builders, and 
through their publication. 


operators— 






CIVIL 
ENGINEER 











33 West 39th Street @ New York, N. Y. 
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HEAT TREATING 
ir ORGING 


With record-breaking ac 
tivity in the aircraft plants 
and good business in the 
automotive industry, consid 
erable new forging and heat 
treating equipment will be 
needed 

HEAT TREATING AND 
FORGING can in a very 
economical way enable you 
to place your sales message 
before the men who are in- 
fluential in the purchasing 
of this equipment 





Published by 


STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa. 


Heat Treat ing 
and forging 








Since 1934 the total spent for 
new equipment by steel plants 
has been over $1,000,000,000.00. 
According to data released by 
the American Iron and Steel In- 
stitute, steel companies in 1940 
will spend $146,000,000.00 for 
steel plant equipment. 


Every subscriber to BLAST 
FURNACE AND STEEL PLANT 
is an executive, an engineering, 
an operating or a metallurgical 
official of one of the mills par- 
ticipating in this vast moderni- 
zution program. 


Advertise to these men through 
BLAST FURNACE AND STEERI 
PLANT 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 























N. LA. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





Detroit Conference 
Set for Sept. 18-20 


The eighteenth annual conference and 
exposition of the National Industrial Ad 
vertisers Association will be held at Hotel 
Statler, Detroit, 
Sept. 18-20. The 
meeting is being 
sponsored by Indus 
trial Marketers ot 
Detroit, with the 
Toledo Industrial 
Advertisers Club 
acting as co-hosts 
Lloyd R. Vivian, 
advertising mana 
ger, Ditzler Color 
Corporation, presi- 
dent of the Detroit 
chapter is chairman 
of the general con 
ference commuttee; 
E. C. Howell, ad 


vertising manager, Carboloy Company, is 


L. R. VIVIAN 


vice-chairman 

Chairman of their committees which will 
be active in the conference have been ap 
pointed as follows 

Program, Phillip Ruprecht, McCraw-Hill 
Publishing Co., Inc.: exhibits, W. W. Bur 
den, Witte & Burden; members’ panels, 
Chas. M. Gray, Chas. M. Gray and Asso- 
ciates; hotel arrangements, Tom Moule, 
Seiler, Wolfe and Associates; banquet and 
entertainment, A. J. Underwood, S.A.E 
Journal; transportation, E. E. Elder, The 
Chilton Company; ladies hospitality, Mrs 
Ralph Wolfe; registration, Henry G 
Doering, The Truscon Laboratories: at 
tendance promotion, Ralph L. Wolfe, 
Seiler, Wolfe and Associates; finance, Wm 
J. Chappell, The Timken-Detroit Axel 
Company; publicity, Athel F. Denham, 


Denham ind Company 


Program Announced for 
Mid-West Regional Conference 


Advance registrations from Indianapolis, 
St. Louis and Milwaukee chapters of the 
National Industrial Advertisers Associa 
tion indicate a large attendance at the 
Mid-West N.I.A.A. Regional Conference 
to be held at the Hotel Sherman, Chicago, 
Friday, April 19 

The morning session will be opened by 
Harry Neal Baum, president, Engineering 
Advertisers Association, Chicago chapter 
of N.LA.A., and advertising manager of 
Fairbanks, Morse & Co 

Other speakers on the morning pro 
gram will be Charles McDonough, 
N.I.A.A. president and advertising man 
ager of Combustion Engineering C ampany, 
New York, whose subject is “The Needs 
and Opportunities of Industrial Advertis 
ing Men”: Dr. Lyndon O. Brown, Direc 
tor, Marketing Research Department, 
Lord & Thomas, “How the Industrial Ad 
vertising Manager Can Get Top Salary,” 
and Charles W. Bolan, advertising man 
ager, Carter Carburetor Co., St. Louis, 
“How St. Louis Industrial Marketing 


Council Is‘ Building a Study Manual for 
Its Members.” 

W. D. Murphy, advertising manager, 
Sloan Valve Company, Chicago, and vice 
president of N.I.A.A., will preside at the 
noonday luncheon The luncheon ad 
dress will be given by John H. Van Deven 
ter, president and editor, The Iron Age 
New York, “A 17 Billion Dollar Market 
and What It Takes to Touch It.” 

Six clinics will hold forth in the after 
noon beginning at 2:15 p. m._ The first 
two subjects are “The Use of Sectional 
Publications,” led by Spencer W. Curtiss, 
Spencer W. Curtiss, Inc., Indianapolis 
and “How to Use Performance Data ir 
Advertisements and Make It Click,” led 
by Frederic I. Lackens, Hays Corporatior 
Michigan City, Ind 

The two clinics to begin at 3:15 are 
“How Your Advertising Can Help Your 
Sales Force,” led by Rudolf W. Staud. 
Benjamin Electric Mfg. Company, Des 
Plaines, Ill.; and “What Kind of Returns 
Should We Expect from Trade Paper 
Advertisments,” led by Carl B. Dietricl 
Wagner Electric Corporation, St. Louis 

The final clinics, beginning at 4:15, ar 
“Would a Company Magazine Strengther 
Your Advertising and Sales Promotior 
Program?” led by John R. Armstrong 
Russell T. Gray, Inc., Chicago, and “The 
Production of Effective Direct Mail,” led 
by James Tate, The Delta Mfg. Company, 
Milwaukee, Wis 

The ladies will be included in the ev 
ning program to be held in the Panther 
Room of Hotel Sherman. Dinner will be 
informal, and the regular floor show wil 
be enjoyed, with dancing to follow. Ther« 
will be no speaking at the evening ses 
sion. Milo E. Smith, Chicago Bridge © 


Iron Company, is program chairman 


St. Louis to Hold 
Summer Meetings 


To complete its intensive study progr 
— the forty weeks originally allott 
see IM, March °40, P. 76), the Industri: 





New officers of the Industrial Marketing 
Council of St. Louis snapped at the inste 
lation banquet: A. Nehr, Century Electric 
Company, vice-president; C. F. Boyer, Kwick 
Kut Mfg. Company, president; C. W. Boler 
Carter Carburetor Company, secretar 

treasurer; and Carl B. Dietrich, Wagner’ 
Electric Corporation, the retiring presidé 
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Marketing Council of St. Louis will con 
tinue meetings throughout the summer 
In addition, and for the first time, it was 
decided to hold night meetings at least 
ynce a month and whenever the occasion 
seems of sufficient importance to handle a 
particular subject on the study program 

In the hope of doubling its membership, 
the St. Louis chapter intends to conduct a 
ae drive among firms and execu- 
ives engaged in industrial advertising 

The following committee chairmen have 
been appointed for 1940: Karl Ewerhardt, 
Metal Goods Corporation, publicity; 
George Sears, McGraw-Hill Publishing 
Company, employment; Tony Neher, Cen- 
tury Electric Company, program; and 
Schell Furry, National Typesetting Com 
nany, membership 


Boston Makes Progress 
in Codrdination Study 


Approximately twenty-five per cent of 
the N.I.A.A. membership who received 
estionnaire recently mailed out by the 
Technical Advertising Association, Boston 
yapter, on “What is being done to co 
rdinate advertising and selling in indus 
rial marketing,” have filled in and 
eturned it. The budget to handle the 
study is too limited to allow another mail 
ng and because of the importance of the 
ibject it is hoped that those who have 
yet responded will do so as quickly 


possible. All questionnaires will be 
dled in confidence 

The committee responsible for this par 
ular study consists of: Ross M. Cun 


gham, assistant 
Massachusetts Institute of 


airman; Albert R. Keene, 


marketing, 
Technology 
advertising 
unager, Pneumatic Scale Corporation 
Harry A. Keene, publicity director, Grin 
I] agrees Edward S. Lawson, adver 
ng manager, The Foxboro Company 
nneth R. ‘Si itherland, Sutherland-Abbott 
Agency and James H. Wat 
assistant advertising manager, S. D 


protessor ot 


4 lvertising 


Warren Company 


Twelve Junior Affiliates 
Attend Cleveland Meeting 
As a lead-off to the “Junior Afhliate”™ 


bership program recently inaugurated 
the Industrial Marketers of Cleveland 
(See IM — h *40, P. 76), twelve junior 
thliates joined the membership at the 
proce os Young men of this 
y-created grade will attend all meet 
s of the present term without cost, and 
it is the intention of each member of 
Industrial Marketers of Cleveland to 
point one or more junior afhliates, it is 
pected that more than a hundred will 
nrolled 


; 
| 
i 


Streamlining Subject 
at Milwaukee Meeting 


Streamlining has progressed from con 
er goods to commercial products and 
to industrial equipment, Harold Van 
1, Harold Van Doren and Associates, 
do, O., told the Milwaukee Associa- 
»f Industrial Advertisers last month 
presented slides showing the “before” 
ifter”’ stage of such products as meat 
vibrating conveyors, bake 
vacuum clean- 


lers, irons 
dough mixers, sleds, 
washing machines, scales, tool grind 
presses, pumps, and illustrated the 
promotional value of streamlining 
nventional streamlining usually in 
radical changes in design, shape, 
rials, controls, name plates, and colors 
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to add sales appeal, reduce weight, cut 
manufacturing cost and increase the pro- 
ductiveness of the finished machine, Mr 
Van Doren declared. In the process of 
redesigning a product, progressive sketches 
in perspective, photographs, clay models, 
and wood models are usually scrutinized 
by company officials and a tentative prod- 
uct is tested in the field before the stream- 
lined product is built on a _ production 
basis, Mr. Van Doren related 


Chicago Chapter Told 
Value of Research 


“Results of research are in workable 
form if they supply an advertising depart- 
ment with facts. Facts will tell an advertis- 
ing department where it can brag, where it 
must overcome a doubt or resistance as ex- 





pressed by consumers,” declared Fred L 
Heath, Fred L. Heath & Associates, Chi 
cago, before the Engineering Advertisers 
Association, Chicago, last month 

“One of the biggest handicaps in a com 
pany is the inclination to rationalize its 
thinking,” Mr. Heath contended. “Too 
often managements have answers for all 
questions, and these answers are fre- 
quently prompted by habit, custom, .tradi- 
tion or prejudice. The need for assistance 
should not be based on lack of answers 
to questions, but instead on one question 
“Which of the answers we have are fac 
tual and which are opinions or opinions 
with a scattering of facts?’ ” 

Mr. Heath pointed out that $3,000 for 
market research in the field will keep one 
man in the field for six months, and at 
four interviews a day, a total of 520 con 


INGENIERIA 


INTERNACIONAL 


A “*B. P. I. C. Specialized Export Magazine, Established in 1919. 


Published by 
*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McCraw-Hill Publishing Company, Inc., and Chilton Company, Inc.) 


330 WEST 42ND STREET, NEW YORK CITY 


BRANCH OFFICES—I6é So. Broad Street, Philadelphia; 1427 Statler Bldg., 
Chicago; General Motors Bidg., Detroit; 68 Post St., 


Hanna Bidg., Cleveland; 520 N. Michigan Ave., 


Park Square, Boston; 


San Francisco; 517 North Beachwood Drive, Los Angeles; 1105 Rhodes-Haverty Bidg., Atlanta, Ga. 
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UNMATCHED ADVANTAGES 


for advertising highway equipment 
and materials are offered by 


ROADS and STREETS 


DIFFERENT: The only national en- 


gineerin magazine 
devoted exclusively to the highway field. 
The only national 


DISTINCTIVE: mecerime: thet 


covers all sections of that field 


BETTER: Reaches more individual 
* highway contractors than 
any other construction paper State, 


County, Municipal, etc., highway depart- 
ment circulation is confined exclusively to 
Officials vested with specifying and buying 


authority 
More effective, more 


RESULTS: economical advertising 
ROADS and STREETS 


A Gillette Publication 


330 So. Wells St. CHICAGO, ILL. 














THE 


METAL WORKING | 
INDUSTRY! 


— Use it to tell the 
story of your prod- 
ucts to the impor- 
tant men who buy! 


“Tell your story 
in the Blue Book” 


Hitchcock Publishing Co. 


508 S. Dearborn St., Chicago, Ill. 
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Stanley A. Knisely, executive vice-president, Associated Business Papers, Inc., and past 
president, National Industrial Advertisers Association, beams as he displays honorary life 
membership certificate presented to him last month by the Industrial Advertising Council 


of Pittsburgh, of which he was a charter member. 


Participating in the presentation cere 


mony were, left to right: K. E. Kellenberger, Union Switch & Signal Company, chapter vice 
president; D. A. Wolff, Edwin L. Wiegand Company, chapter president; D. C. Grove, Blaw 
Knox Company, national director; Mr. Knisely; A. E. Hohman, Blaw-Knox Company, past 
president, Pittsburgh chapter; E. G. Johnson, Homestead Valve Mfg. Company, secretary 
treasurer of the chapter; and E. J. Murphy, Arrow Press Corporation, publicity chairman 


tacts can be attained at about $6.00 per 

contact, while it costs $2.50 to $5.00 tor 

i salesman to make an ordinary call 
“Research should be organization work, 


and not the function of one mat It is a 
: 

fact finding function and all research 

should be focused through one man or de 


partment, * Mr. Heath asserted 


Although persor al calls are 
result point of view, if not 
om past experiences and observations, 


™ 
Mr. Heath has discovered that results from 


preferable 


trom a cost, 


mail question be increased tre 
mendously if they are personalized. “A 
personalized letter, individually typed, ad 
lt individual stating you have 


alres can 


dressed LO il 

1 serious problem and that you believe 
his assistance would prove invaluable if 
he would advise you on certain matters, 


etc., will produce unbelievable returns,” 
Mr. Heath declared “All men like to be 
asked for their advice, for it is gratifying 
to their ego.” 

Following are other highlights from Mr 
Heath's talk 

Rese arch can, to a great degree, provide 
1 yardstick for determining which markets 
removed that it is 
perform re 


are so thin or so far 
uneconomical to contact ot 
search in certain areas 
Research will show where the sales and 
distribution dollar is being spent and 
diminishing returns are consuming 
€ sales dollar 
All sales are at le rived 
li Sales are at least conceived emotion 
- pat 
ally The conception its based on the emo 
tc It is based 


where 


+} 


tion, pride, fear, greed, ¢ 
on the sale of an idea 
In comparing the sales minded engineer 
he engineering minded salesman, 
research will show the degree to which 
selling can be packaged in the form of a 
turn, will fortify the 
with technical data and 
salesman, he will 


with ¢t 


- , 
plan and this, ir 
salesman engineer 
a plan whl CeIn a 


t 


engineerin 





dramatize minded sales 


in will be more interested in explaining, 
this will initiate action on the part 
spect. He sells subjectively. The 
sales minded engineer will never be sub 
He will remember only one thing, 


jective 
get the business 


' 1 
} Le i here 
t it e 8 there t 


Cleveland Chapter Hears 
Buckley on Direct Mail 


“Your best customer is your comfy 
tors best prospect,” warned Homer 
Buckley, president, Buckley, 
Company, Chicago, in an address 
month before the Industrial Marketers 


Cleveland on “The Tragic 


sonal Selling.” “Don't sit back on 
oars,’ Mr. Buckley cautioned. “Your 
tomer must continue to be educated 
him service, give him all he pays for, 
a lot of things he doesn't pay for 
which cost nothing Be careful als 


“that 


th , 
than 


Mr. Buckley continued, your 
ters don't do more harm 
men can overcome, and if the advertis 
department finds out that a 
man is on overdraft, offer to give his 
ritory a special build-up with direct 
ind he will wipe out that over-draft.” 
Mr. Buckley contended that direct 
advertising can and should take off 
shoulders of the salesman practically 
the preliminary steps of making a 


For every dollar wasted in advertising, t 


declared, are wasted in 
Ineffectively prepared 1 
unnecessary source 
waste in direct mail. If one has a cert 
appropriation for direct mail, twenty 
per cent should be placed into prepa 
mailing lists, Mr. Buckley advised 


dollars, he 
sonal selling 
ing lists are an 


On the subject of follow-up, Mr. Bu 


ley recommended that the Cleveland « 


ter should engage in a clinic on the matt 


of inquiries. Inquiries cost money, 
pointed out, and every inquiry should 
answered on the day it is received, but 
with a form letter. Even though thé 
quiry is referred to the branch office 
inquirer should nevertheless also rece 
reply from the home office, and when 
nite information is requested, it shoul 
given promptly and comprehensively 
j customer buys a produ 
should be informed through direct 
concerning other items of the 
which he might be interested, Mr. Bu 
advised, and should not be allowed t 
main a partial customer 


hen a 
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[CONTINUED FROM Pace 17] 


Nothing Up Our Sleeve 


our January national convention, 
many sales promotion items were on 
the fire for announcement at that time. 
As a result of our own field experi- 
ence, we were certain that the mate- 
rial was practical and would be well 
received. However, six weeks prior to 
the convention, each salesman was 
written asking for promotional sug- 
gestions for 1940—and $5 was offered 
for each acceptable idea. Many good 
suggestions resulted and were adopted, 
but the chief advantage was that it 
enabled us to announce at the conven- 
tion that our 1940 sales promotion 
program was based largely on what 
our own men had told us they wanted. 
Acceptance was immediate and enthu- 
been 


siastic—f ull has 


codperation 
forthcoming since that time. 

It goes deeper than that, however, 
and comes back to the merits of hav- 
ing a “traveling advertising and pro- 
motion department.” And there’s no 
point in going out into the field un- 
less you’re in the frame of mind to 
welcome suggestions and criticisms. 
Salesmen have a fine ability to make 
your ears red when they launch a 


tirade on one of your pet productions. 


Listen, think, analyze, separate the 
chaff from the wheat—that’s our 
motto. 


Last year, after our new catalog was 
n circulation, I dropped in at a branch 
in the South and set myself for a few 
compliments. One of the salesman an- 
swered my inquiry by saying, “It’s a 
lot better than the one we had last 
year, but when are you going to wake 
up and realize that pictures sell trail- 
ers the same as they sell other things. 
We’ve got a better product but no- 
body would know it by comparing 
our catalog illustrations with any of 
our competitor’s.” 
So, this year we gave ’em pictures 
Well, 
that one salesman must have spoken 
what was in the minds of most of the 
other boys because never has any piece 
of our literature received the praise— 


four-color illustrations. 


— Oro 
Ik, 


and, more important, the demand— 
that has resulted from this new treat- 
ment. And a salesman was responsible 
to t 

uis year for the first time we start- 
ed using sound slidefilms, having had 
five made for us by General Broad- 
Casting & Motion Pictures, Inc., De- 
tre The kit of five films forms a 


INDUSTRIAL MARKETING, April, 1940 


new program planned basically to as- 
sist our men in winning the good will 
and coéperation of motor truck deal- 
ers on whom we lean heavily for cov- 
erage in outlying territory where it 
does not pay to operate our own sales- 
men. The films were planned so that 
indirectly they trained our own men 
and so that three of the five would be 
suitable for showing to prospects. The 
program is producing excellent results, 
in fact better than our optimistic ex- 
pectations. The _ subjects 
““Wheelmarks on the Trails of Time,” 
promoting the trailer idea. 2. “From 
an Idea—An Industry,” institutional. 
3. “In the Van of Progress,” product 
development. 4. “Cards on the Ta- 
ble,” (part one) why dealers should 
§. “Cards on the Table,” 
why dealers should sell 


are: - 


sell trailers. 
(part two) 


Freuhauf trailers. 


Sales Helps 

Another practice we follow which 
assists in getting the coéperation we 
want from our salesmen is to plan our 
promotional items with an eye to mak- 
ing the 
caller wherever he stops. Of necessity, 


Fruehauf man a_ welcome 
since our sales force is comparatively 
small, most of the material we prepare 
distribution to 


suitable for 


And we distribute the big 


must be 
prospects. 
majority of it through our men rather 
than direct to the prospect by mail. 
Thus, over the years, the people we 
contact regularly have come to expect 
that the Fruehauf man will bring more 
than pleasant conversation with him, 
that he probably will have something 
of interest to show. 

And, to further this, we go to con- 
siderable length to put out material, 
in addition to our regular literature, 
which will be helpful to the prospect 
in a business way. Just off the press, 
for example, is a “Slide Rule of High- 
way Laws.” It is an ingenious device 
which, at a glance, shows the princi- 
pal laws governing trucks and trailers 
in any state. The cover, of course, 
carries our message and the slide rule 
is distributed free by our men. 

As another example, last year we 
purchased 100,000 “Log Books,” a 
daily record book each interstate truck 
driver is required by law to use. Op- 
erators were paying from 7c to 17c 
per book, depending on the quantity 
purchased. Our cost on 100,000 was 
Sc per book, we sell them through our 
salesmen at the same figure, and de- 
liver them besides. Each book carries 


our advertising. We perform a def- 


| 


member / 
FORMS CLOSE 


ENGINEE RING HANDBOOK 













Owe YEAR'S SALES VALUE 
For Ove INVESTMENT 


Don't miss the opportunity to put the com- 
plete story about your products in the 1940 
Paper and Pulp Mill Catalogue and Engineer- 
ing Handbook. 

Distributed (controlled circulation) to key men 
in all operating paper and pulp mills. Pro- 
duces orders and inquiries because it is used 
ALL year. Gives sources of information on 
where to buy machinery, equipment and mate- 


rials needed in the active Paper and Pulp 
market. 
Don't delay . . . send in your copy now. 











Rates and other 
data on request. 





PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 





Your TRADE-MARK and AD 
on CIGARETTES and PACKAGE! 









* AT POPULAR PRICES ° 


We will design a novel package for your 
business and imprint your firm name, 
trademark, emblem or signature on each 
cigarette. 20 ads in every pack! 


You will find these cigarettes ideal for 
conventions, company anniversaries, dealer 
and jobber meetings and good-will build- 
ing by salesmen. 


A “natural” for special promotions |! 
CHOICE TOBACCOS CAREFULLY BLENDED 


Write on your business stationery for an inter- 
esting FREE sample and details 


Repmonp Tosacco Company, Inc. 
New York City 


Graybar Building - 


Telephone MOhawk 4-4202 





79 























-_— 
- 3 
4 | — fs a inite servic 
fal 5 3 23 oO 3 - Zz g it more conveni wears by mak 
Sine Us get the book enient for th - Open mi 
Sou 3° oks, we them t nind, ete 
ae) = % =o —) our » We save o atishi , eternal diggi 
ro | o Pe S| 5 advertisi e them m satisfied dispositi igging, a 
G2ou . Oo driv ing reache oney, sposition, plai = = 
oS Zaat | iver and es both and dar , plain h 
oo ‘A truck truck n hard orse 
<i Bors o U UO | nothing a ~ wm — 
5 g excepti aa cos , 
s 4, ® > nN To date 2 epting shipping eciben . 
3 © = 5 e evi ate 200,000 book § charges. | CONTINUE! 
& 2 e, - ributed. a s have be : >) FROM Pa 
6 e° oe Bea | | another 100,000 are of dis- K bia 
o 4sos ~ as « been dis: Key to Read 
‘= 2 o e did not tr , er Intere t 
2) = o O Wd memories of ust to impression would find a ] , . 
“ 1. o , ssions : 
<3 - @ — Oo Oo | tron ur men to g and the blicati ogical plac . 
> 1 our 1 get f ll publica 4 e in all 
r= 5% > o : 940 ull value tions all of 
4 a « ) < inste sales co : ue here . in these fi 
® § oO »/ ead prese nvention, b , again, th se fields. B 
— . 0 | 2 z copi ; nted then . » Dut adapti : e adverti ” 
bed a o ae 3 \/& ct opies of the tw 1 with verbatin h pting the viewpoi ertuer is not 
20 CF uct D ’O main ev a the need ypoint of hi 
S2a/|0 ay a events— eeds of is ad 
os) ~ L. an ° 4 nd Sale Prod the re d a to 
O Ge 73 ID A. i Day—i Sales and Merc s say: Th ; eader. And : 
@o sg d n perm Merchandisi Ps e editorial And again | 
n 8ee sate 2 booklet f anently b ing «= Zine content : 
4 yp © -t f b ound . ’ style, f of a 
Cc B= >; ms a . orm, well ji rin yie, ror maga- 
= z B q se QO, as ~ | was an in well Passe? ~~ the best possibl we treatments offe 
f 4 2 = Dio mn wouldn’t novation for us ad his needs ry indices to the d a 
2 5 ‘ ; ; an : e+» an h eaders’ 
nome) c g . pass it up p we me the gene rs 
“4 3 ra = 7 ° Se any reason. p in the future for ent type ad loses Ps neral announce 
be be ec 1any possi 
RB Baas Ei pects. In the y possible pros 
3 o> bs | = Idea I lated . unrelated 
--— = | nsur mava;z or 
pone ® r=] e a 0 | o 3 ance ‘ust gazines, the adv near-re r 
> Cc f ° : : x fer > - 
. EB roo 5 oO | =a § And, incidentally hi as much to his adv tiser finds it 
Big aS w«@3 B15 5 leadership should y, we don’t beli is ads to the direc roma? oS key 
O HOOD 5 ° value uld stop with — readers, eve ct interests of 
ro) - : = Os J oe , or sales volum M it product dupli & en though the of the N 
re) itera e. Eve , icatio . . > stron ; 
0 a Ge | a eZ ature we ‘very piec n will n g reader 
3 | . : . ote er 
® a 5 c oO, |= | s a prod put out e of the clos 2] exist. as ° . 
a o uced wi is planne | Coy relate » as it wil 
2. 8 Eo 2s home af | with the ai , aned ad cule ated, competitiv ny N 
% n Se i @ Y 2 est of its kind x m that it be th S. itive publi- i 
Mod Oo CC = Oe engage in the ind ec These ‘ 
® . 310] isd gage the be : ustry. We | procedures . 
i. gO good pape st artists, we speci e Closer correlati — involving t M 
2) 2 ~ 3 - If an + we use the be : specify editorial tre ion of advertising “9 . 
a a. =~ wi : dea 1s ; s rinte pees atments g with 
a > fal v ance, the i sound, it F sats 0 . _ require, natural ts and technique 
O , — o> te insurance ; es insur- Oo rally, a li - M 
— . = oo re) 0 ably ce that . n the c ittle m 7 
OQ, 5 o 9 un) 5 ul : influence those f it will favor me _ of an advertisi ore work 
> 2 @ 5 tended T se tor whon ee o ent or agenc vertising de 
fad] = sSo [5] SA | most ¢ So ae es ee in- | any ad agency. But it doe ered 
5 o 30 OQ | = neo expensive ¢ doesn’t mean th a advertiser with a f does provide Ju 
* — | 2 : ype P % e ive > a if ‘ 
Ps _— « n be ree does me pe of production sales weapon ar more effec- 
OG ® ae) ie) higk ean the e ae sence, th . [ct mea 
'e) , 2 s © gh-grade craf employme , that the : ns, in e J 
C = 3 O , | a step in } craftsmen to | “2 of come a basi z advertising ill “i ' 
— ) = it : 1andle e asic gs wi . 
=) oi sa |® a N s production. dle each —_— Publication “a composite part - 
=2& o:” No, there i te —that it will fi of a ” 
® a a C S| a abo ere is nothing terested read it will find n Ju 
a O a ut Fruehauf s remarkabl -™ eaders, more 10re in 
© a ¥ 5 = a promotion - advertising o - e€ ne ae more truly € prospects, and 
ma = "Oo 8 5 ‘ » , . r Saie itc > y a sale a ‘ 
M4 3 o 5 | r-| Just > ce othing up our es tches your pr j ales tool. For t é 
. oe bs > , m belief that: sleeve. reader int oduct not to a 7 | 
- ay J | & & Prov , ase erest bu assumed Jul 
on © So 2 . oven intere it to p ss 
” —~“66 ” g 5° retirement a fundamentals hav a? proven reader 
a |. 8 o 9 Is] a age. ave no i 
2) Ad a nt 1 n 'e) _ § 2. Experienc a 2 American A > Ju 
30 3 “| 0 M4 3. The e is safer than tl Rel sphalt Paint 
6 8245/5] é an hae va oe | 
OF © B19 © 1e number of ge is the thing I nsive Schedul Jur 
O a nat < of words g—not nm a Ca! ule . 
Ok oe: 5 n| oO | 4. gga ; ees ampaign whic | 
3 805 ® an e can’t se gest busine uich 
® | s2is to a | sell bak tory iness pape will carry 
S Oo 8 -—oo | a house b , akerv equi ry, the Ame aper schedule arry the 7” 
> Ps So & ® fee 3) uilder. / juipment 1S plac American Asph: ule in its his ju 
, 7 O05 be 5. Our acing copy phalt Paint C \ 
ie) 4 p * o a tinc advertising publications y in the follow ampeny 
n » a inctly our g must be di Pool, Cann Baker's He ing nineteen e 
oO % 9 ® 6 , $. e dis- ists , Yanner, Ea elper, Bea % en \ 
i ® fa . It is bet te Review, Fo 7 he een | 7 Ju 
5 a8 >| | on (| oie th ter to conf laundry Age, M Sedation, ieee 
=| 1an to je nfer and Dealer, Age, Mill es, Iron A 
f: n jeal ; d de- aler, and Age 
® _ g 0) | ideas. ously guard ss Petrol National C b Factory A4Ib 5 
= o os } - one s own N eum News sar onator,. N = Ju 
-— as y A Fe The Nation's School , National P National 
= o @ - I men who Fortnightl ools. Power. Publ rovisi , ~ 
= ¢ : much that c sell have | dW y, Public W , Public Util " 
—_ f Oo E © o ©] 8  s can be helpf ave learned oe Waterwork he orks, Textil Wo S June 
=e - Sos i f y ul. nedia w s Enginee aa d 
Oo + S ,3 oO oo Zz t ; you give bef sum! = be used veering. Additional 
ww Le a gw - oO get, you aT efore vou ex mer and fall in other field were Jul 
ieite ® & a= wD Es - 9 De: 1 get. ‘ expect tising Agency a E mnncsng Pp a s during ; 
— —= O- + rinte : acc ; cy, \nicag otter Advert 
© So <5= S a8 bw th ted material sk omaes cago, is handling ' ' 
= S2a\ (8B san make the prints should do n ing the 4 
® ® cS | mM 10. Go . printer happy 10re Kobak Resi 
® G hic »d ideas des is signs Post 
Yr: < ricles. deserve good Lord & Tho st at Ay 
‘ ve- mas = 
1]. Producti a 
80 s Pee om oductive adverti : Bh Kobak, former! 
promotion are a mi ising and mor Pigg re a president A 
d } _ T Americ : 
ixture of an pany, has National Br sdieion and 
> . aS resigne Os ~as , + 
president of L igned his ns ung ' S 
ord w Thom Pp »st as oer 
as 
INDUSTRIAL MA 
, April, 1940 
IND! 











Industrial 


expositions 








April 15-18. Knitting Arts Exhibition, 
Philadelphia. 925 Park Square Bldg., 
Boston 

April 17-19. National Liquor Industries 
Exposition, Chicago Parlor B Hotel 
Sherman, Chicago 

April 21-25. American Water Works 
Association, Phillips Hotel, Hotel 
President, Hotel Meuhlebach, Kansas 
City, Mo., 22 E. 40th St., New York. 

April 23-26. American Newspaper Pub- 
lishers Association, New York. Waldorf- 
Astoria Hotel, New York 

\pril 29-May 3. Seventeenth Annual Coal 
Convention and Exposition, Music Hall, 
Cincinnati. Munsey Bldg., Washington, 
D.C 

May 1-3. Petroleum Industry Electrical 
Association, Baker Hotel, Dallas, Texas 
Box 2412, Houston, Texas 

May 3-4. Advertising Afhliation Conven 
tion, Buffalo, N. Y. 680 Seneca St., 
Buffalo, N. Y. 

May 6-10. American Foundrymen’s Asso- 
ciation, Chicago. 222 W. Adams St., 
Chicago 

May 18-25. International Petroleum Ex- 
position & Congress, Tulsa, Okla. 220 
East 3rd St., Tulsa, Okla 

June 3-6. Confectionery Industries Expo 
sition, New York. 232 Madison Ave., 
New York 

June 3-6. National Association of Pur- 
hasing Agents, Cincinnati. 11 Park 
Place New York 

June 4-7. American Association of In 
lustrial Physicians and Surgeons with 
Am. Conference on Occupational Dis- 
eases & Industrial Hygiene, New York, 
540 N. Michigan Ave., Chicago. 

June 5-7. National Federation of Sales 
Executives, Bellevue-Stratford, Philadel- 
phia. 722 Stock Exchange Bldg 


June 11-14. Radio Parts National Trade 
Show, Chicago, 53 W. Jackson Blvd., 
Chicago 

June 14-15. National Association of 


Power Engineers, Syracuse, N. Y. 80- 
) 161st St., Jamaica, N. Y 

June 18-20. American Pulp and Paper 
Mill Superintendents Association, Neth- 
rland Plaza Hotel, Cincinnati. 54 N. 
Main St., Miamisburg, Ohio. 

June 19-21. National Association of Build- 
g Owners & Megrs., New York. 134 
uth La Salle St., Chicago 

June 19-22. American Society of Mechani- 

Engineers, Asbury Park, N. J. 330 
W. 42nd St . New York 

June 27-29. Institute of Radio Engineers, 
ston. 330 West 42nd St., New York. 

July 22-26. National Poultry & Baby 
ick Congress, St. Louis. 3718 Broad- 
1y, Kansas City, Mo. 

A 8-11. Automobile Accessory Exposi- 

t Chicago. 616 S. Michigan Ave., 

icago 

A 19-21. National Industrial Stores 
ssociation, Cleveland. 416 Southern 
ig., Washington, D. C 

A 19-23. National Association of Pow- 
Engineers, Inc., Columbus, O. 176 
Adams St., Chicago. 

ept. 16-20. American Hospital Associa- 

tion, Boston. 18 East Division St., Chi- 


{ 
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Sales Contracts 


tract clearly and correctly sets forth 
the agreement of the parties relating 
to the bonus and forfeiture clause, and 
it is the duty of the court to give it 
such a construction as will carry out 
the intent of the parties. . . . The 
proof showed that the extractors were 
not delivered on time, and consequent- 
ly the defendant was entitled to have 
the amount due under the forfeiture 
clause deducted from the contract 
price.” 

So ended the case, with the court 
taking the position that the printed 
saving clause, being inconsistent with 
the typewritten terms of the contract, 
and not especially referred to, could 
not be held to be a part of the con- 
tract. furnished 
plaintiffs no defense to liability under 
the forfeiture clause thereof for fail- 


Consequently, it 


ure to deliver on time. 

True, each case of this kind must 
be decided upon its particular facts. 
Also, printed saving clauses appearing 
upon mere order blanks have been up- 
held. BUT, by the weight of author- 
ity, such clauses are ruled out, unless 
especially agreed to, where their terms 
contractural 


are inconsistent with 


terms appearing on the same sheet of 


paper. And, as an illustration of ju- 


dicial reasoning in a situation of this 
kind, the case reviewed is of force and 
value. 


Herb Mercready Made 
Sales Promotion Manager 


Herb Mercready has been appointed 
sales promotion manager, Magnus Chemi- 
cal Company, Gar- 
wood, N J : of 
which he has served 
as advertising man- 
ager since 1933 
Prior to joining the 
company he was 
president Mer- 
cready-Phelps Com- 
pany, agency, and 
handled the com- 
pany s advertising 
In his new post he 
will be in charge of 
sales training, sales 
contests, and other 
sales promotional 
activities. Mr. Mercready is vice-president, 
National Industrial Advertisers Associa- 
tion and was founder-president of that or- 
ganization’s New Jersey chapter 

Russell D. Kreie, assistant to Mr. Mer- 
cready since 1934, will succeed him as ad- 
vertising manager. Mr. Kreie is secretary 
of the Industrial Marketers of New 
Jersey. 


HERB MERCREADY 





















Who Makes 
SAVES TIME PROFITS 
TIMELY ADVERTISING 


synchronized with current developments in 
the nonmetallic-minerals industry gains 
nation-wide attention through the wide 
distribution of Pit and Quarry—with 
FIRSTS in net paid producer circula- 
tion, executive readers and individ- 
ual subscribers. THE accepted 
medium for operators who de- 
mand “BIG TIME” returns. 
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Ask for rate card 
and free market 
survey of your 
modern methods. product sow. 


PIT and QUARRY 


907 Rand McNally Bidg., Chicago, III. 






Leads the field 


editorially in 












“SUSPECTS OR 


PROSPECTS ? 


No matter how good your direct 
mail promotion copy, your results 
depend on the quality and accur- 


icy of the names on your list. 





WAE 


Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 









Hundreds of the leading industrial 


marketers use McGraw-Hill Lists 
to insure maximum results from 
their direct mail promotion. 
Ask for the handy reference file-folder de- 
scribing these lists and how they are built 


and maintained—also for a copy of “Testing 
Direct Mail in the Laboratory.” 


DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd St., New York, N. Y. 




















“Gortnightly,” 
TELEPHONE ENGINEER 


The only Advertising medium 
reaching EVERY Independent tele- 
phone company in the United States 
EVERY 

First issue, July 1, 1940 

Write for particulars. 


month. 


TELEPHONE ENGINEER Pub. Co. 


7720 Sheridan Road 


Chicago | 














The COAL 
INDUSTRY 


is in a Buying 
Mood. Contact 
it through its Ae- 
cepted Medium 


<L£-_ 
THE 


“BLACK DIAMOND 





NEW YORK—Whitehal! Bidg. 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 
ing journal of the coal industry 

















@ Complete 
of current 

issues of trade papers 
and general magazines 






coverage 
and back 





“Using 
for editorial and adver- —— ~~ 
n 
tising material. Doieses” 


BACON’S§ 


CLIPPING BUREAU & 





221 N. LASALLE ST., CHICAGO, ILL. 
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Building Visuals 


men to use a visual, teach them first 
why it was put together. Let them, 
if possible, see some of the work being 
done in putting it together. They 
must know the why in order to learn 
the how. 

In creating a visual, you will find 
that there are always either three or 
five transistion steps in its demonstra- 
tion. If it is a business where the idea 
has been sold and the job of selling left 
to be done is selling a product to fit 
into the idea, then there are three 
If the idea or need must first 
be implanted in the mind of the 
prospect, then there are five. The fol- 
lowing steps are descriptive of these 
transition points, the last three being 
used when selling the product, and 
the first two when selling the idea to 
create a need for the product. 


steps. 


1. Develop a condition in the mind 
of the prospect (usually a negative 
condition) that exists because of lack 
of products such as your own. This 
implants the idea of inferiority in 
the mind of the prospect and starts 
the urge of wanting a better con- 
dition. 

2. Point out why this condition 
exists and why it must exist. 

3. Show the need for a remedy of 
the condition and the medium by 
which this remedy can be realized (the 
application of your product). 

4. Explain the features of 


product or services and how by its 


your 


very soundness it will correct the con- 
dition. Support by emotional appeals 
that relieve the inferiority created at 
point 1, 

§. Prove your case by facts, fig- 
ures, testimony, etc. 

Or, as has often been said, “Give 
them a headache—then sell them the 
cure.” Whether you call the transi- 
tion steps by the terms tabulated above 











SAVE MONEY with 


Thousands of business organizations are 
saving money by using the Vari-Typer .. . 
the composing Type Writer with change- 
able faces and spaces. This office machine 
reduces composition and printing costs for 
forms, bulletins, booklets, catalogs, folders, 
ete. Investigate the savings possible in your 
business. 


RALPH C. COXHEAD CORPORATION 


Manufacturers of Vari-Typer 


333 Sixth Ave. e 


VARL-TY)3 I 


NW 





WRITE TODAY for new 
demonstration portfolie 
“How You Can Save Money 
With VARI-TYPER” .. . with 
actual samples of work pro- 
duced. 


New York, N. Y. 





is aside from the point; the important 
thing is to first teach the salesman 
the why of these transition steps, the 
logic behind their sequence znd then 
train him in these steps one at a time. 
By one at a time is to take the visual 
apart and colate the respective pages 
of the visual which apply to that par- 
ticular step and have him learn and 
understand the page value in its re 
lationship to the step—then he will 
begin to see the “why” the visual has 
been put together and have as enthusi- 
astic appreciation of its use as the 
creator of the visual. 

By teaching the transition steps 
first, then teaching the page value of 
these steps and their relationship to 
one another, the salesman will then 
project the story from within himself 
because he knows—he is not repeating 
the words or story of another, but in 
stad HE IS DELIVERING A 
STANDARD PATTERN WHICH 
HE PROJECTS FROM WITHIN 
HIMSELF SUPPORTED BY HIS 
OWN INDIVIDUAL PERSONAL- 
ITY, and thus two functioning sales 
units are codrdinated. 


ooks 


New editions of particular interest to 
advertising and marketing executives 








Industrial Design 


“Industrial Design” by Harold Va: 
Doren, gives the step-by-step procedure 
necessary to develop new and saleable d 
signs for products and machines up to the 
point of actual production. It provides an 
insight into the problems of appearance 
design as applied to products made by 
modern high speed methods, dealing with 
consumer products, commercial equipment 
and capital goods 

The book is aimed primarily at 
young person making his choice of a \ 
cation, and it is also addressed to er 
neers, draftsmen, commercial artists, 
vertising men who may wish some data 
on the mechanics of appearance desig: 
and to business executives seeking to « 
termine the procedure involved in desis 
ing the products they manufacture. P 
lished by McGraw-Hill Book Compa 
Price, $4.50 


‘ 





WANTED: Fly Killers 


Our readers constitute a big market for you 
For some years we have been publishing specia! 
articles each Spring on this sanitary subject. Write 
for advance page proofs of article to appear '" 

our May issue and names 


a 


of manufacturers w © 


327 So. LaSalle Street 
CHICAGO, ILL. 


| Milk Plant wae” 
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Milestones 


in Publishing 








Indicative of aviation’s continued climb 
toward high rank among American Indus 
and reflecting the effect of war-time 
plane orders from abroad, as well as accel 
erated export trade with Latin America 
| nd other neutrals, the March Aero Digest 
was the largest in more than ten years. It 
was styled “The Sixth Annual Digest of 
Aircraft, Engines, Accessories,” and con- 
ned 272 pages with complete technical 
Jescriptions of 132 basic civil and military 
uircraft in current production and seventy 
basic aircraft engines. Included, also, is 
ymprehensive directory of close to 400 
nufacturers of aircraft and engine ac- 
The 165 pages of advertising 
was a ten year high for the publication 
+. 
To encourage coupon clipping by read- 
ers who do not wish to mutilate the 
matter in their periodicals, Na- 
s Schools is using a new experimental 
pon device on which patents have been 
applied for by J. W. Cannon, Jr., 
manager of the publication. It consists 
small perforated coupon inserted be 
w advertisements, at the right or left 
wer corner of the page. About twenty 
dvertisers are using the coupon in the 


cessories 


reading 


sales 


na 


| issue 
oF 
Supplementing its regular monthly edi 
Telephone Engineer has announced 
Fortnightly Telephone Engineer to be pub- 
ished on the first day of each month 
ng July 1, with the regular edition 
> hitteenth, as it has been for the last 
one years The new edition will 
1 controlled circulation 
. 
give greater clarity to the contents 
publication and greater ease to its 
in the use of its service. The 
World has changed its format. in- 
ga new design and many 
graphical throughout the 


~ 


cover 
changes 
t the magazine 
£ 
cover of the February Metal Prog- 
is displayed at the Cleveland library 


example of contemporary Cleveland 


ng in connection with the exhibit 
morating the anniversary of Guten 
work 
CONTINUED FROM Pace 27] 
The Purchasing Agent 
an order. It also is interesting to note 
that he employs specialized buyers for 
Various types of products. These buy- 
‘rs obviously become extremely well 


Versed in the characteristics and per- 
formance of the products that they 
purchase, and must be assiduously cul- 
ivat by the manufacturer who 
Would sell the company. 

We. therefore, instruct our salesmen 
to always work with and through the 
Purchasing department when calling 


*n customers and prospects. We rec- 
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ognize that this has become an ex- 
tremely important factor and is an in- 
fluence even on the sale of highly tech- 
nical products. In short, new indi- 
viduals must be recognized and dealt 
with in selling to industry, and we 
must be constantly on the alert to 
adapt our sales and advertising plans 
to ever changing conditions in in- 
dustry. 

It is interesting to note that the 
purchasing agent no longer is oblivious 
to quality and that in most cases the 
purchasing department, working in 
conjunction with the engineering, pro- 
duction, and operations departments, 
study maintenance costs, plant shut- 
downs, labor and other factors usually 
of more importance than first-cost. At 
the same time, most purchasing agents 
recognize the necessity of codperating 
with these other departments in an 
effort to purchase wisely, efficiently 
and economically. 

In all of our advertising and sales 
promotion activities directed to the 
purchasing agent we make sure that 
our story is logical and that it will 
appeal to the purchasing executive's 
sense of reason. We do not find it 
particularly difficult to address the 
members of this profession. They are 
first, last, and always, human beings, 
just the same as architects, consulting 
engineers, chemical engineers, superin- 
tendents, operating men and others to 
whom we regularly send out promo- 
tional material. 

In the last 
agents are interested in new products, 
industry developments, 
plant operations. Then, too, they are 
extremely interested in the integrity 
of the manufacturer, his general manu- 
facturing and sales policies, ability to 
render prompt service, and to make 


analysis, purchasing 


economical 


satisfactory and reasonable deliveries. 
Our experience tends to prove conclu- 
sively that these are the important 
factors which should be stressed. They 
are the points that we find it expe- 
dient to talk about and to enlarge 


upon. 


Remington-Rand Appoints 
Waters Sales Manager 

The typewriter division, Remington- 
Rand, Inc., Buffalo, has appointed C. B 
Waters general sales manager to succeed F 
M. Echoff who will resume his former 
position as branch sales manager for the 
typewriter division in Chicago 


Crawford Joins Duffy 


T. R. Crawford, formerly account ex 
ecutive with The Fensholt Company, Chi 
cago, has joined the copy department of 
Jim Duffy, Inc., of the same city 








DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 


MAXIMUM COVERAGE 
OF INDUSTRY 


100% SELECTIVITY 


You believe in strict control of 
| He bhcobated| 
Magazine — 


for an Industrial 


Is not accurate control of 


Coverage just as important! 


INDUSTRIAL POWER 


LUJER PUBL PH. M 





83 








INDEX TO ADVERTISERS 


AMERICAN ARTISAN ........-55-56°57 
AMERICAN MACHINIST , 34-35 
AMERICAN TRADE PRESS CLIPPIN( 

BUREAL er ~ 
A. & BM. B. CATALOG ccccvcens x & 
ASSOCIATED Bustness Papers, INC. 38-39 
Bacon's CLIPPING BUREAU......... 82 
BLACK DIAMOND . ietea ab ie ee 
BLAST FURNACE AND STEEL PLANT.. 76 
CHEMICAL &@ METALLURGICAL EN 

GIN EERIN( seeteweeen 4-5 
CHEMICAL ENGINEERING CATALOG, 42-43 
Civic ENGINEERIN Sonik an abie ts « W3 
CONSTRUCTION METHODS... Third Covert 
CoxHeaDd Corpe., RALPH C.. bonne ae 
L. E. Davipson Picture SERVICE.... 69 
Dun’s REVIEW ........0.-. a 


ELECTRICAL CONTRACTING 
ELECTRICAL WORLD . 


ENGINEERING News-Recorpb. Third Cover 


FACTORY MANAGEMENT AND MAINTI 


DE @2beadbvebudeseseas 12 
Fritz PUBLICATIONS, INC........... 79 
HEATING, PIPING AND AIR CONDITION 

ae pba hues be we bee eed 55-56-57 
Heat TREATING AND FORGING....... 76 


Hircucock’s MACHINE Too. BLU! 


Book x artak iat dh a ahs bah velan ats 78 
HosPITAL MANAGEMENT oe ea 
IMPORTERS GUIDE ........... 59 
INDUSTRIAL POWER ........ ere | 
INGENIERIA INTERNACIONAL ...... . we 
De SEG, Bs ck neeaweaneosenes 60-61 
KEENEY PUBLISHING COMPANY. 55-56-57 
KIMBERLY-CLARK CORPORATION ; 

Insert Between 8-9 
MACHINE DESIGN . Second Cover 
J 46-47 
MACRAE'S BLueE BooK............ 71 
McGraw-HiIL_t Pustisnine Co. (D1 

RECT Mai Division).... 81 
MILK PLANT MONTHLY......... 82 
MILL @ FAcCTORY........... Back Covert 


NATIONAL INDUSTRIAL ADVERTISERS 
NI i 67 
NATIONAL PROVISIONER ...... wre 
8 eee 81 
Fe ae , 51 
Power PLANT ENGINEERING...... — 
Propuct ENGINEERING ............ 41 
WE, Sods uweawes seukuawe 74 
RAILWAY AGE . inintD he Waele aA 33 
RAILWAY ELeCTRICAL ENGINEER..... 33 
RAILWAY ENGINEERING AND MAINTI 
a Pe Pere ee ee eee eee 33 
RAILWAY MECHANICAL ENGINEER... 33 
RAILWAY SIGNALING .............. 33 
REDMOND Tosacco CoMPANY... 79 
ROADS AND STREETS........ 78 
SOUTHERN POWER AND INDUSTRY... 37 
De bande wWendeawsenanas cena Sa 
SWEET'S CATALOG SERVICE. - 10-11 
TELEPHONE ENGINEER ............ 82 
TeExTILE WORLD ....... - . 49 
[THOMAS PUBLISHING Co...... » J 
Weick, Artuur C., Company . 80 





84 


Index 








to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





391. 1940 World Motor Census. 
Business Publishers International 
Corporation has issued a booklet con- 
taining a detailed analysis of the 
world’s export markets for American 
automotive products with a chart 
showing the world’s automobile regis- 
tration. Included also are tables show- 
ing the 1940 world automobile opera- 
tion and a complete breakdown by 
countries of the car, truck, parts, ac- 
cessories and equipment exports for 
1939. 
392. Your Metal Working Market in 
Hartford. 

This is the second of a new series 
of surveys of typical American metal 
working cities. The pamphlet shows 
the number of plants, size, buying 
practices and key buyers in Hartford. 
Issued by American Machinist. 


393. World Purchasing Power. 

This booklet gives an analysis of 
foreign buying power in the machin- 
ery, automotive, electrical, and hard- 
ware trades and shows typical estab- 
lishments in the fields. Published by 
Im porters Guide. 

354. Getting the Order for Ma- 
chinery and Allied Products. 

Based on interviews with manage- 
ment and operating executives in 
plants of various size and product 
classification, this survey produced the 
answers to twelve questions that man- 
agement wants to know before placing 
orders for equipment. A check chart 
of active management opinion on these 
points also is provided. Published by 
Business Week. 


346. How 137 Companies Talked to 
Key Men of the Water Works 
Industry. 

This folder visualizes the frequency, 
regularity and size of advertising space 
used by 137 manufacturers in pro- 
moting their products to the water 
works industry. The kinds of prod- 
ucts advertised are also classified. Is. 
sued by Water Works Engineering. 
364. Nation-wide Survey of Water 

Supply. 

An inventory of the nation’s water 
supply facilities by states, tabulated 
by population, ownership, source of 
water, and treatment facilities. Com- 
piled by Engineering News-Record. 
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377. An Analysis of the Market for 
Tires in the Highway Field. 

The analysis is based on direct re- 
ports from purchasing authorities in 
State, County and Municipal road and 
street departments and from active 
highway contractors. It indicates the 
approximate annual outlay by each 
of these divisions for tire replacement 
for the more than 170,000 trucks and 
the wide variety of other tire-mounted 
equipment used in the construction 
and maintenance of roads and streets. 


Published by Roads and Streets. 


319. This Matter of Catalogs in In- 
dustrial Marketing. 

A report summarizing specific in- 
formation on the subject of industrial 
catalogs, received from 3,310 impor- 
tant engineers and industrial buyers. ff 
The place of the catalog in buying pro- 
cedure; the kinds of catalogs indus- 
trial buyers find most useful; practice 
with regard to maintenance and use 
of catalogs, and other related data are 
included in this sixteen-page booklet 
issued by Sweet’s Catalog Service. 








304. How 103 Plants Buy Engineer- 
ing Equipment. 

This survey, issued by Power Plant 
Engineering, covering a cross-section 
of subscriber plants, provides detailed 
information on sizes of installed equip- 
ment, personnel structure of the en- 
gineering department, and titles of in- 
dividuals who recommend purchases, 
specify kind and place orders. 


334. Industry’s Biggest Buyers Are 
Shopping Now—Will They Buy 
Your Product? 

A thirty-two page illustrated book- 
let prepared and published by Chem- 
ical & Metallurgical Engineering lists 
the products of the chemical process 
industries, shows what kind of equip- 
ment, material and supplies are pur- 
chased, and highlights the plants doing 
the most business. 


197. Heating & Ventilating’s Market 










Data. 
A series of data sheets giving pro- 
duction, sales and marketing informa- IN) 
tion about products sold in the heat- 





ing and ventilating market and names 
IT- 





- 


of their manufacturers. Issued < 


rently by Heating & Ventilatin 






















